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The Birmingham Post 
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Chhvertising 
LONDON & MANCHESTER 
Incerperated Proctit.oners in Advertising 


Twenty-five 
years ago 


May, 1930 
The Institute of Incorporated 
Practitioners in Advertising issued 
An Analysis of Press Circulations. 
* - * 


The advertisement staff of Punch 
took up residence in the “beautiful 
new home of the famous paper in 
Bouverie Street.” 

a” * * 

Sir Gomer Berry, retiring presi- 
dent of the Aldwych Club, initiated 
Sir Ernest Benn as his successor. 

* * * 


K. Fraser was chosen by the 
Regent Advertising Club to repre- 
sent the club on an exchange visit 
to Berlin. 

* ” * 

President Hoover opened the 26th 
annual convention of the Adver- 
tising Federation of America, in 
Washington. 

: * * 


First meeting of the Canadian 
Sales nagers’ Association, 
modelled on Britain's ISMA, was 
held in Toronto. A proposal for 
a similar organisation was mooted 
in France. 

2 


* * 

The Aldwych Club beat the Press 
Club at golf at Stoke Poges for first 
possession of a silver challenge 
trophy offered by Sir Cons Berry. 

+ + 


Amy Johnson, the round-the- 
world flyer, who for two years had 
worked in Morison’s Advertising 
Agency in her native Hull, was sent 
a congratulatory cable at Singapore 
by the Hull Publicity Club. 

* * * 

Australian cricketers’ signatures 
were made available in return for 


BDV cigarette coupons. Arrange- 
ments were made by the Imperial 
Advertising Agency. 

* * * 


Bernard Shaw said that the 
humbug in business and advertising 
was “as nothing to the amount of 
humbug there is in science and in 
all the professions.” 

* 


7 > 
Sir Charles Higham su: ted that 
the City of London s sponsor 
a vigorous attack on foreign 
markets. 


> 7 
Benn Bros. Lid. celebrated 50 
years in publishing. 


To The Editor .. 


Paid v. 


controlled circulation: 


A distribution controversy 


Sm.—Your recent issues have 
carried a spate of announcements 
in both editorial and advertise- 
ment columns concerning con- 
trolled circulation magazines. 
Some people in advertising appear 
to believe that these magazines 
represent a mew, even revolu- 
tionary, development in trade 
paper publishing. 

In fact, the controlled circula- 
tion journals so far published in 
this country represent not a new 
technique for trade paper dis- 
tribution, but a new technique 
for mail order catalogue presenta- 
tion. 

Just as the effectiveness of a 
mail order catalogue can be 
judged only by the amount of 
business it obtains for the pro- 
ducts it advertises, so the effec- 
tiveness of a controlled circula- 
tion journal can be measured 
only by the amount of business 
(or response) that is obtained by 
the advertisers who use it. 

It is very important for all con- 
cerned—publisher, reader and 


THIS WEEK 


Copytaster on “What every 
man should know”—page 


ty 
NEXT WEEK 
Greater London Survey. 


advertiser—to establish in their 
own minds, quite clearly, just 
what these controlled circulation 
journals really are. The produc- 
tion and presentation of mail 
order catalogues has _ been 
developed and refined to a high 
degree of effectiveness; but they 
are no more than catalogues. 

The trade and technical joyrnal 
as it has been developed in this 
country can sometimes perfarm 
the purely sales and distribution 
function of a mail order cata- 
logue; more often it provides 
the advertiser with a necessary 
service far broader than this, 
comprising many factors. Any 
competent space salesman on a 
paid circulation journal will be 
able to tell an advertiser how 
these factors operate in his par- 
ticular field; but the story, of 
necessity, is usually a long one 
because it is not just a matter of 
mail order advertising. 

Similarly, the circulation man- 
ager is not simply required to 
compile lists, address envelopes 
and insert catalogues; nor the 
editor to write-up new products. 
The paid circulation journal has 


to be sold to the reader in the full 
sense of that word. 

No businessman wants to make 
a purchase costing even a penny 
unless he can see commensurate 
value to him in spending money. 
He only buys a journal that he 
intends to read and use. There- 
fore, the first and perhaps the 
most important function of the 
subscription price of a magazine 
is to act as a screen, which will 
filter those who want the publica- 
tion, and those who don't : and 
this screening is something that 
no other technique so far devised 
can perform. 

At the same time, by editori- 
ally aiming the journal at a 
definite field, and by directing 
the subscription sales policy only 
at that field, there is no reason 
why the type of industry or busi- 
ness from which subscribers are 
drawn cannot be just as rigidly 
limited as by the system of con- 
trolled circulation. Thus a paid 
circulation journal can be 
directed just as accurately; its 
real impact can be measured and 
made known with far more 
meaning and detail. 

I have spent the last 35 years 
of my business life selling trade 
and technical journal subscrip- 
tions by direct mail and mail 
order : if the total cost of ob- 
taining new subscriptions to an 
established journal runs higher 
over a period than 60 per cent 
of the subscription price (includ- 
ing postage) there is something 
wrong with my sales plan, or I 
am being asked to sell in markets 
that do not want the publication. 
And, of course, renewals to such 
journals, year after year, cost but 
a fraction of that percentage 
figure—even for an entire sub- 
Scription list sometimes less than 
5 per cent. 

In my own experience, a total 
selling cost equal to 40 per cent 
of the subscription price is a fair 
figure for an established trade 
and technical journal, in a field 
where there is a competitive 
publication. There are un- 
doubtedly publications obtaining 
new subscriptions at a far higher 
rate : a lot depends on custom 
in the field covered by the 
publication. My own knowledge 
is detailed but very limited com- 
pared to the total number (be- 
tween 800 and 1,000) of trade 
and technical publications listed 
in the Advertiser's Annual. 

Petts Wood, E. D. BYFIELD 
Kent 
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CMverlising 
LONDON & MANCHESTE 


Incorporated Practitioners in Advertising 


BOUQUETS 
He’d be lost 
without AW 


Sm,—Allow me to congratulate 
and thank you for a reall 
wonderful May 5 issue of 
ADVERTISER'S WEEKLY. 

I especially like “Contact's” 
light-hearted review of Advertis 
ing, but all the articles are most 
interesting, informative and 
stimulating. 

I'd be lost without the WeeKLy 
with its consistently good and 
objective review of what's goit 
on in advertising. 

We. Musorave-Woop 
Roxholme Avenue. 
Leeds 7 


Striking design 


Sm.—I wish to congratulat 
you on the striking, clean desig 


of the Conference Programn 
Number of ADVERTISER'S 
Weexty. This, I feel, in a 


magazine that is largely devoted 
to good design in advertising and 
publishing, is exactly what is 
required. 

René Evvin 
W. S. Crawford Ltd., 
London, W.C.2. 


A credit to the 


business 
Sir,—Now, there you have a 
cover which is both a credit to 
the business and to the magazine 


PF. PEACHEY 
Lea Road. 
Wolverhampton. 


Sharp eyes 
Smr,—Take another look at the 
poster and other publicity for 
IPEX, the printing machinery ex- 
hibition, which has been circu- 
lated throughout the world. _ 
The “P” in the very large dis 
played initials is really a lower 
case “d”—upside down. 
LAWRANCE BLOOM 
East London Printing Co., 
London, E.C.3. 


DISPLAY 


POINT-OF-SALE 
AND SHOWCARDS 
FINE QUALITY SILK SCREEN PRINTING 
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the giant sector of 

the national women’s 
market controlled by 
WOMAN’S OWN is ‘ 


fundamental factor in 


all campaigns to women. | N 


| iy. 


woman's oun” 
2,247,716 


AUDITED NET SALE (JULY-DEC 1954) 


STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LTD., TOWER HOL SE, SOUTHAMPTON BT. LONDON, W.C.2. TEMPLE SAR 4363 (60 LINES) 
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Introduce the narme 


gi 


Get it known 


POSTERS COMPLETE THE CAMPAIGN 
WITH REPETITION IN COLOUR 


@RITISH POSTER ADVERTISING ASSOCIATION LONDON POSTER ADVERTISING ASSOCIATION LTD. 
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IMPACT.” 


AT THE ‘POINT-OF-SALE 
DEMANDS DISPLAY, SCREEN 
PRINT AND EXHIBITION BY 


|PRIESTLEYS | 


9 BUCKINGHAM STREET, LONDON WC.2 - TEL. TRA 4277 


Vol. 168 No. 2,185 


Advertiser's 
Weekly 


The Journal of British Advertising & Marketing 


180 Fleet Street, E.C.4 
52/6 A Year Post Free 


"Phone: Chancery 8844 


55/- Overseas 
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ADVERTISER'S WEEKLY 


AT THE ‘POINT-OF-SALE’ 
DEMANDS DISPLAY, SCREEN 
PRINT AND EXHIBITION BY 


|PRIESTLEYS | 


COMMERCIAL ROAD. GLOUCESTER - TEL 22201 


BRIGHTON 


The Editor 
sums up 


The twenty-second conference of 
the Advertising Association 
will not be remembered as a 
lively, provocative event. But 
it may well be recorded as the 
occasion on which the first 
firm pace was taken along the 
road of full national apprecia- 
tion of the economic value of 
advertising. 

The speeches were not stuffed 
with critical challenge. There 
were no great highlights to 
overshadow the measured con- 
tributions of reasonable 
speakers representing all sec- 
tions of political and industrial 
life. 

Advertising was recognised by 
politicians of Right and Left as 
a vital factor in the drive to 
raise living standards, and was 
praised for its responsible be- 
haviour. 

Yet those who spoke for the busi- 
ness freely admitted moral and 
creative shortcomings which 
must be rectified. 


CALL FOR ACTION 


Against this background of ap- 
preciation and _ self-examina- 
tion, positive suggestions 
emerged for action by the Ad- 
vertising Association: 
® The education of trade 
unionists in the functions of 
advertising. 

@ Lectures at universities and 
teachers’ colleges. 

® Modernisation of the crea- 
tive advertising approach. 

@ A conference devoted specifi- 
cally to export marketing. 
The Advertising Association will 

consider all these suggestions. 

They should indeed follow the 
advice of F. C. Hooper and 
“sculpt in stone and put into 
every edifice in the country” 
this statement by the Minister 
of Supply: 

“The money that goes into ad- 
vertising. if successful in creat- 
ing mass markets, is respon- 
sible for bringing prices down 
rather than putting them up.” 


G. R. Pope, chairman of the AA executive committee 


speaking at the final “free for all” 


session 


Talks with TUC may follow 
AA’s ‘prosperity’ Conference 


A 


RECORD attendance—1,260 delegates and wives compared with 920 last year— 
heard politicians of Left and Right and a trade union leader at the 22nd Con- 


ference of the Advertising Association, held in Brighton on Friday, Saturday and Sunday, 
praise advertising for the part it is playing in raising living standards and lowering prices. 


This led to a suggestion that the Association should get together with the TUC. 


is understood that G. R. Pope, chairman of the AA executive, 
is to meet union chief Tom Williamson. It is expected that 
they will discuss both the need for the unions to advertise 
and the possibilities of instructing trade unionists in the role 
of advertising in the modern economy. 

Other Conference suggestions for AA consideration were 
that efforts should be made to take the story of advertising 
to universities and teaching organisations ; that next year’s 
Conference should be held in the industrial midlands or 
north and that its theme should be export promotion 


And it 


ON OTHER PAGES 


Conference report and pic- 
tures: Pages 308, 309, 310, 311, 
312, 313, 314, 315, 316, amd 318. 

News About People : Page 375. 

Publications News and Notes, 
and ‘We Hear’: Page 376. 

Current Advertising : Page 378. 
m. ther news : Pages 374, 376 and 


COUNTY PAPER OF KENT 
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@ AA CONFERENCE—PRAISE FROM MINISTER OF CROWN 


Vital role of advertising in the tough 
export markets 


‘Our literature 
than competitors, 


less attractive 


says Maudling 


R. REGINALD MAUDLING, Minister of Supply, 
praised advertising for its contribution to the reduction 


of prices of consumer goods. 


And he emphasised the impor- 


tant role it has to play in export marketing and the raising 


of living standards at home. 


After tracing the development 
of industria] Britain, world trade 
and competition, and the im- 
provement in general living stan- 
dards during the last century, Mr. 
Maudling Said: “There are three 


ways in which advertising fits 
into the broad picture: first, in 
the direct assistance given to 
exports; secondly, in the part 
that advertising plays in a com- 
petitive industrial system, and, 
thirdly, the part that advertising 


plays in enabling the consumer to 
realise the real possibilities that 
ire open to the consumer as 
British industry advances and 
develops. 


‘We must put more emphasis 
on salesmanship in our overseas 
export drive. I have heard in 
many countries I have visited 
recently--America, Scandinavia 
nd India—constant complaints 
that British salesmanship is not 
iggressive cnough 

“I do not believe all these 
stories, nor do I believe that 
aggressive salesmanship is neces- 
sarily a very good thing. But 
when you get these constant 
remarks there must be some truth 
in it. 

“Some of our competitors are 
more aggressive and persistent in 
their selling. and also some of 
them, I think, tend to study the 
requirements of the customer 
more—the market before and the 
after-sales service. 

“Anything that you can do in 
your profession to help in this 
will be of tremendous value. We 
must not fall into the old, and I 
think rather English, habit of 
thinking that we know what the 
customer requires a little better 
than the customer himself thinks 
he knows. 

“Our sales literature approach 
and the way in which it is put 
out is less attractive and less 
imaginative than some of the 
things put out by our competi- 
tors. But when British enterprise 
is really at its best it is as good 
as anything in the world.” 

Mr. Maudling praised British 
sales drives in the American 
market. “I have been particu- 
larly impressed by some of the 
advertising done in the United 
States—a terribly difficult market, 


highly expensive to try and break 
into,” he said. “You are very 
foolish to try it unless you put 
enough effort into it initially, 
particularly in the promotional 
respect. But some of the adver- 
tising done there to promote 
British sales has been really re- 
markable and up to the best 
standards that anyone can pro- 
duce 

“We must ensure that our 
advertisements and salesmanship 
in world markets are always up 
to our best standards and then we 
shall have nothing to fear from 
any other country.” 

Turning to the contribution of 
advertising to a competitive 
economic system, he said: “I 
have heard advertising described 


Ministerial praise. 


as the worst feature of a bad 
system. I regard it as an essen- 
tial and desirable feature of a 
system of industry which I think 
is likely to give the best results. 

“You cannot have efficient 
competition unless you have 
advertising taking part in this all 
the time, making sure that the 
people for whose favours you are 
competing really know what is 
going on.” 

The third role of advertising 
was the creation of a mass market 
by advertising. This was where 
some of the critics of advertising 
tended to make a fundamental 
error. They looked at enormous 
posters and said “How expensive 
that is! What fearfully extrava- 
gant people they are! If only 
these people wouid spend money 
on reducing the cost of their pro- 


duct, how much better we woul 
be off!” 

“That is absolutely wrong. 
said Mr. Maudling. “if yo 
look at the economics of moder 

you will see ho 
enormous is the reduction you ca 
make in prices if you can esta 
lish a real mass market of cor 
sumers. You can only do that b 
advertising. The money spent o 
advertising certainly must go int 
the cost—as on any other side « 
industry it must—but it also goe 
into helping to reduce prices. 
believe that the money that go 
into advertising, if successful i 
creating mass markets, is respor 
sible for bringing prices dow 
rather than putting them up.” 

Not all advertising was as suc 
cessful as that. Advertising w 
often open to criticism. He w: 
never quite sure about what wz 
called “prestige advertising.” Bi 
it was not possible to have con 
petitive efficiency unless practic 
and efficient advertising played 
big part in it. 

What part did advertising pla 
in enabling the consumer 
realise the full possibilities th 
are open? Information w 
absolutely essential. It was n 
good producing things unless \ 
advertised them. It was no g 
producing and distributing t! 
unless you had a market. 


‘You provide stimulus’ tN és 


The first member of the TUC General Council ever to 


address an 


Advertising ~ Association 


Conference. Tom 


Williamson, general secretary of the National Union of 
General and Municipal Workers, said the contribution of 
advertising to the economy was vital. 


“It is one task to produce the 
goods of the right quality, fair 
price, at the right time, and in 
sufficient volume,” he said. “It 
is another to sell them, not only 
at home, but in all parts of the 
world. 

“All the time our 
enterprise is bringing forward 
new products and redesigned 
products, and you are the 
medium to seek out customers 
and potential customers. You 
provide the stimulus to demand, 
and the higher your own stan- 
dards, the greater confidence vou 
create. 

“The quality of advertising is 
as important as the quality of 
the goods, and a combination of 
both will sell British on an ever- 
expanding scale. 

“Never before has advertising 
better demonstrated to us all how 
many things there are to have to 
make life easier, more comfort- 
able, and more enjoyable. Most 
of these aids to good living are 
intended, not for the few only, 
but for an expanding range of 


inventive 


people. But we must work for 
them.” 

Mr. Williamson dealt with the 
importance of increased produc- 
tivity and the responsibilities of 
management and labour. 


He stressed the value to the 


economy of good industrial 
relations 

Conditions to-day were good. 
Poverty had been virtually 
abolished. Yet there were indi- 
cations of a dynamic urge, 
amounting almost to unrest, 


for advance to even higher and 
better standards. The nation’s 
appetite had been whetted. 

The trade union movement 
appreciated that further ad- 
vances could be achieved only by 
increased production. “We must 


work for it,” he said. 

The development of good 
industrial relations was vital. 
Management had a particular 
responsibility here, but there 
were responsibilities on both 


sides in the development of out- 
put and distribution. 

“All the Possibilities of world 
trade are before us,” said Mr. 
Williamson. 


Voice of the unions. 


sag for TU ads 


trade unions were a 
tro field into which advertis- 
ing might expand, said Mr. 
Williamson. 


“There is little publicity for 
trade unions,” he said, “prob- 
ably because little ‘news value’ 
is attached to them. You 
might tell me that it is time we 
advertised—and perhaps it is.” 

He also doubted whether the 

Productivity Council, 
formed in 1952, had been 
advertised enough. 
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Lord hits out 


Lancashire would 
advertise 


BUT 


A suggestion that advertising 
could help Lancashire to solve 
its problems led to some lively 
exchanges when textile chief 
Cyril Lord addressed the Con- 
ference. 

‘ir. Lord said the textile indus- 
try would like to advertise ex- 
tensively, but unfair Japanese 
and other foreign competition 
was depriving them of the re- 
sources to do so. 

“I am rearing to go,” he said. “If 
you have the right product and 
advertise it, you are definitely 
sure of success. We want to 
advertise, but we want to have 
the means to do so.” 

Asked whether the textile indus- 
try could not make a much 
wider use of branding and 
marketing overseas, Mr. Lord 
retorted that they could think 
of all kinds of grandiose 
schemes—but not while they 
were fighting the imports that 
there were last year. 

It was impossible to build exports 
without a sound home market. 

A questioner wondered whether 
the textile manufacturers had 
considered the power of pub- 
licity in putting across their 
case rather than in selling their 
goods. 

Mr. Lord said he was conscious 
of the need to put over some- 
thing to the public, but he 
thought the textile ind de- 
manded special co; eration. 

He also suggested, by inference, 
that the Merchandise Marks 
Act should be extended to end 
the marking of Japanese cloth 
as British for re-export. 


Good press coverage 
in the provinces 
The Conference had excellent 


press coverage—particularly in 
provincial newspapers 

Press arrangements were again 
handled by Gavin Starey and tri- 
bute to his work was paid by the 
organisers at the closing session. 

Pressmen were entertained to 
lunch during the Conference, and 
J. L. Verrinder explained to them 
the significance of the event. 
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@ AA CONFERENCE—MOTHER OF EIGHT SPEAKS 


‘KEEPING UP WITH THE JONESES’ 
A MUCH MALIGNED SOCIAL HABIT 


Nothing wrong with it, she says 


| Kye PAKENHAM, mother of eight and wife of a former 
Socialist Minister, said advertising helped to raise the 
standard of living in two important ways : 

1. By giving the housewife information on prices, qualities 
and quantities of consumer goods, and 

2. By holding out higher ideals and standards of living to 


aim at. 


What do we mean by a higher standard of living ? asked 


Lady Pakenham. 


The first answer of any house- 
wife would be: “More and 
more of the larger machines: 
refrigerators, washing-machines, 
vacuum cleaners, washing-up 
machines, electric sewing- 
machines, mincers, mixers, floor- 
polishers, pressure cookers.” 

All these machines were verv 
specialised. They only did their 
own relatively small job. But 
between them they “ran the 
house.” 

Lady Pakenham gave a warn- 
ing on domestic equipment. 
Machines, she said, must not be, 
in the eyes of the ordinary house- 
wife, “more trouble than they're 
worth.” Occasionally, in a fit of 
impatience or lassitude, one 
found oneself reverting to the 
common  dustpan - and - brush, 
rather than use a somewhat 
intricate machine. 

An essential part of higher 
standards was simplicity and 
speed, both in setting up and tak- 
ing to pieces, cleaning and 
putting away the machines. 


TRUTH ESSENTIAL 


What of the present standard 
of living? Briefly, the answer 
was that it was uneven. There 
were still homes where the most 
elementary amenities were absent. 

How does advertising help 
raise the standard of living? 
By giving information and by 
holding out ideals and standards 
to aim at, said Lady Pakenham. 

The housewife out shopping 
carried a mine of information in 
her head. Information on prices, 
qualities, quantities, culled from 
advertisements in national and 
local newspapers, wireless talks, 
magazines, notices on shops and 
in catalogues, and other media. 
As she compared, weighed up 
possibilities, chose, rejected, she 
was like a chess champion play- 
ing ten games at once. 

“Information in advertisements 
must be true,” said Lady Paken- 
ham. “It is not just a case of 
shouting one’s wares louder and 
longer than the next man. 

“Good advertising agents help 
to keep up a high standard of the 
goods they advertise. There have 


been great modern advances in 
self-discipline, particularly since 
the war. But perhaps there is still 
room for independent bodies, per- 
haps government sponsored, set- 
ting up standards of quality? I 
feel that such bodies would be 
welcomed by housewives and 
producers alike.” 

Advertisements 
way in which we could find out 
what other people were cating. 
wearing, reading. growing 

Was it a good thing to take 
notice of other people's stan- 
dards? “Keeping up with the 
Joneses” was a much maligned 
social habit Lady Pakenham 
defended it 

va see the Joneses as a 
thoroughly nice fan * she said, 
“go-ahead but not ostentatious. 
Mr. J. never takes a taxi when a 
bus will do, but he takes trouble 
over his ties and socks, buys 
books as well as newspapers.” 

The ordinary housewife meant 
two things by “a higher stan- 
dard” keeping up with the 
Joneses—and passing them 

“Advertising helps her to 
achieve this second, more glorious 
result, too,” said Lady Pakenham. 
“Through advertising, she 
glimpses the ideal, unattainable, 
perfect, out-of-reach.” She gave 
two examples — gardening and 
housework. 

Every gardener 
delicious winter 


were the best 


knew those 
pipe-dreams, 


spent over a plant catalogue. In 
the mind's eye, that bare patch 
was already a “riot of colour” 
thanks to the advertisements. 
How should we get through the 
winter without them? The fact 
that the advertised “riot” would 
probably only turn out to be a 
“speckle,” did not signify. We 
had glimpsed our ideal 

Lady Pakenham spoke of the 
impact of advertising on “the 
army of ordinary housewives, at 
their morning chores.” 

“In the advertisements,” she 
said, “we are goddesses at work. 
These exquisitely polished and 
elegant figures at the spotless 
sink, wearing rather high heels 
and an immaculate hair-do 
worthy of a gala occasion—shall 
we ever remotely resemble 
them ? We feel that if some un 
kind person asked, ‘Which perm 
is the home perm ?’ the answer 
in our case would be only too 
obvious 

“But what does it matter ? 
Each time we see these goddesses 
in the advertisements we try to be 
a little bit more like them.” 

Advertising was a great help to 
“Do-it-yourself-ers.” 


POVERTY OF DESIRES 


To-day there were many new 
products on the market to help in 
doing home jobs, especially the 
big ones, for example home 
decorating But an all-round 
higher standard demanded the 
end of minor irritations in small 
home jobs as well 

A higher standard of 
said Lady Pakenham, was not 
only material. It meant a fuller 
life in every sense—physically 
culturally and spiritually 

The late Ernest Bevin had been 
fond of quoting to her husband a 
phrase first used by that grand 
old working-class leader, John 
Burns: “The tragedy of the 
working-classes is the poverty of 
their desires.” 


living. 


Conservative Minister Reginald Maudling buries his face in his hands as 


Lad) 
She had nothin 


Socialist 


worried 


Pakenham addresses the Conference 


He need not have 


but nice things to say about advertising in 


the competitive system 
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e@ AA CONFERENCE—HOW THE GOVERNMENT IS HELPED 


ADVERTISING—‘A SOCIAL SERVICE’ 
Building higher standard 


SAYS MISS PAT 


of living— HORNSBY-SMITH 


A striking tribute to the position of advertising in the 
national life was paid by Miss Pat Hornsby-Smith, Parliamen- 
tary Secretary, Ministry of Health. 

She said: “As an industry, you have enormous influence and 
you wield great power. Generally, that power is wielded on 
a basis of high ethical principles, and with a minimum of 
abuse: and certainly with far less abuse than other forms of 
communication. Your object is one of increased sales and pro- 
ductivity and of profit. Yet, in attaining these objects, you 
find yourself also a channel of a higher standard of living. In 
short, without aiming to be a social service, you have virtually 


become one.” 


Miss Hornsby-Smith said the 
principle behind Government ad- 
vertising was admirably summed 
up by the French Committee on 
Information Services, which re- 
ported in 1949 that “The citizen 
has a right to be told and the 
Government the plain duty to 
tell him what it is doing in his 
name, and with his money and 
why.” 

She outlined the achievements 
of advertising during the war in 
the national service and the de- 
velopment of its use in the social 
services since the war. 


AGENTS PRAISED 


In great fields of government, 
advertising was an additional 
weapon im the hands of an 
administrator charged with 
responsibilities by Parliament. 

Dealing with the success of 
specific government campaigns, 
Miss Hornsby-Smith said: “Out- 
standing among all our campaigns 
for its successful result has been 
the immunisation against diph- 
theria campaign. As a result. 
11 million children have been 
immunised in 14 years, and deaths 
have fallen from an average of 
2,800 before the campaign started 
to 9 in 1954." She paid tribute 
40 the role.played in this cam- 


~~ 
mata by the press and particu- 
arly the women's magazines. 


¢ Miss Hornsby-Smith also re- 
counted successes achieved by 
campaigns for blood donors, the 
National Hospital Service Re- 
serve, VD, the National Health 
Service itself and national 
savings. 

Then she paid striking tributes 
to the advertising business . 
“to the advertising agents who 
devote so much skill to give such 
good service to government 
departments in various cam- 
paigns. 

Referring to the advertising of 
harmaceuticals, Miss Hornsby- 
Smith said: “There are voluntary 
professional codes of practice 
which impose an admirable self- 


discipline on pharmaceutical 
manufacturers and the press 
which carries their advertising. 


“Control of these newspaper 
advertisements is at the press level 
and through its advertisement 
investigation department the 
Newspaper Proprietors’ Associa- 
tion calls the attention of member 
newspapers to lapses from the 
Code. The strictness with which 
members honour this Code and 
the high ethical standards they 
impose are shown by the very 
rare cases of abuse; and it is a 
pity that some of those people, 
who so wantonly abuse advertis- 
ing, are so ignorant of the strict 
rules which the industry volun- 
tarily imposes upon itself. 


“Similarly, the pharmaceutical 
indystry itself imposes a Code of 
Standards in advertising practice 
on its members, and it is prob- 
ably true to say that those black 
sheep who advertise doubtful pre- 
parations are outside the field of 
the Proprietary Association of 
Great Britain. 


“These three great bodies, the 
Newspaper Proprietors’ Associa- 
tion, the Advertising Association 
and the Proprietary Association 
of Great Britain, all support the 
British Code of Standards and 
ensure that the immense power 
and influence of advertising is not 
used to betray the public in 
matters concerning health. 


“There are some black sheep 
who do not abide by the spirit as 
well as the letter of the Code, and 
who do not belong to these great 
Associations: and it is very 
reprehensible when they print 
undesirable advertisements which 
cast a slur on the high reputation 
of these three industries as a 
whole. Thus, the self-discipline 
represented by the Code and 
voluntarily entered into, is one of 
the most valuable forms of pro- 
tection that the public could 
have.” 


‘I speak as the only wench in the 


Government, said 

Smith. And she 1 some very 

nice things about a tising agents 
and their ics. 


\liss Hornsby- 


Health Ministry | 


to spend more | 


Miss Hornsby - Smith was 
asked why Central Government 
did not conduct another national 
road safety campaign, and why 
it stopped altogether its centrally 
controlled road safety campaign 
three or four years ago. 

She replied that at that time al 
Government departments had 
their advertising budgets cut, bu 
her own department's allocation 
on advertising this year would be 
higher than last. 

“I believe that there will be an 
increasing field for advertising in 
preventive medicine,” she said 


‘Greater faith needed in 
the power of ads’ 


“ Advertising must no 
longer be the last item on the 
cost sheet,” saic R. D. L. 
Dutton, direct London 
Press Exchange ! id. 


“Advertising ma -s the sales, 


advertising brings the money 
which pays the wag: .. which buys 
machinery and | materials, 
which keeps the ictory hum- 


ming. What we n.cd from the 
board rooms of dustry 1s a 
recognition that eS Managers 
and advertising man. gers are out- 
moded. They should be sales 
directors and advc tising direc- 
tors—men whose | eccommenda- 
tions should ca equal or 
greater weight than the produc- 
tion director. 


“We need a greater faith in the 
power of advertisi a readiness 
to invest in it just as they invest 
in plant and machinery to spend 
money which bring. its profitable 
return over a perio! of years and 
not in four weeks | me before the 
advertising bill is due to be paid.” 

Mr. Dutton said it was not 
enough to go away from Brighton 
metaphorically patting themselves 
on the back and saying, “Yes, 
we do help to increase the stan- 
dard of living.” 

“We don't recognise the 
measure of our own greatness and 
the power which we possess for 
changing the pattern of life 
within our own generation,” he 
said. “The politicians and the 
economists, the Church, the pro- 
fessions have a very imperfect 
conception of the importance of 
advertising to the future well- 
being of this country. 


“We are experts at influencing 
men’s minds. It sounds sinister, 
and it is sinister unless we have 
a sense of calling and a recogni- 
tion of the ultimate values to- 
wards which we can lead men. 


Of necessity we must fix ! 
sights on the target which is ju 
in front of us. Our immediat 
task is to stimulate demand f: 
the products and services whi 
we are called upon to advertise 

Advertising in the ma 
appealed to the materialistic sid 
of man’s nature. But would an 
critic say it was a bad thing { 
people to want radio or TV sets 
refrigerators and vacuun 
cleaners ? 

“Don't let us have any inhib! 

tions about stimulating consumers 
desires for these things which add 
the brighter colours to the canvas 
of mere existence,” said Mr. 
Dutton. 
He dealt at some length wit! 
the responsibility of all engaged 
in it for “the stimulus we ca 
advertising.” 

“There are many ways 
which we are wasting our c 
bined efforts and in an indirect 
way slowing down the rise in th 
standard of living,” he continued 

“What about those cases—far 


@ Continued on next page 


Not too many delegates slept during 
the sessions. But for those wh 
tend to mod on these occasions 
R. D. L. Dutton had a scheme. He 
produced what he described @ 
“vefuge spectacies.” With eyes wide 
open painted on the lenses, the 
enable the delegate to go to sleet 
and look alert at the same time 


Seal . ae 
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Critics’ arguments 
derided 


Lord Mackintosh (vice- 
president, Advertising Associa- 
tion), derided the critics’ argu- 
ment that advertising puts up 
costs. 


By stimulating mass produc- 
tion it helped to cheapen costs. 
Moreover, advertising was only 
one of the costs of selling. 
These costs were very much 
the same whether advertising 
were used or not. 

“If | dropped advertising, 1 
should have to use four times 
as many travellers, and the 
results would be not quite so 
good,” he said. 


@ Continued from opposite page 


Greater faith 
needed 


too frequent—-where reproduc- 
tion is unsatisfactory. It is not 
the question of compensation or 
making good the advertisement 
that I'm bothering about. It is 
the missing of an occasion 
whereby the stimulus of demand 
can contribute towards the 
bigher standard of living. That 
opportunity has gone for ever.” 

Did newspaper managements 
and editorial men think of adver- 
tising revenue as an unfortunate 
necessity to keep down the selling 
price of the paper? Did they re- 
gard the advertiser as the milch- 
cow with inexhaustible funds to 
meet every increase in cost of 
materials or labour? Did they 
consider how they could make it 
more efficient and more effective 
as a medium of advertising? 

And what about advertising 
agencies? “Are we too easily 
satisfied with mediocrity in ad- 
vertising?"” asked Mr. Dutton. 
“Can we honestly say that we have 
always wracked our brains until 
we have produced an advertise- 
ment which we would back with 
our own money if the product 
belonged to us? Or do we sit 
back and relax when we have 
produced something which looks 
passably good? 

“Too often the campaign gets 
into the press because there's no 
further time left for improving it. 
We didn't start work early 
enough or we've been too 
leisurely in progressing it through 
all stages 

“All of this is a waste of re- 
sources—a wasted opportunitv— 
a drag on the expanding economy 
of the country,” he concluded. 
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Startling figures on motor car 


marketing costs 
Halved with boosted turnover 


ARD facts and 


to answer “those armchair 


economists or critical but ill-informed politicians who 
take a crack at our marketing costs and methods whenever 
they can” were given by R. A. Bishop, general publicity 
manager of the British Motor Corporation. He told the 
stories of the marketing of Austin and Morris cars : 


“When Herbert Austin was 
planning his own car production 
some 50 years ago he personally 
produced a schedule of financial 
estimates based on making and 
selling two cars a week—100 a 
year. 


“His estimates for marketing 
which were £1,000 for press 
advertising and £850 to cover 
catalogues, exhibitions. road 
trials and stationery—he was esti- 
mating, presumably on selling the 
cars personally but, without any 
incidental sales expenses, he was 
contemplating the expenditure of 
£18 10s. per car—a cost which 
to-day would put us out of busi- 
ness, 


THE FACTS 


“The facts to-day for market- 
ing a popular range of vehicles 
produced by one of our com- 
panies are: 


“In 1938 on an annual output 
of 75,000 vehicles the purely 
press advertising cost had been 
reduced to 19s. 9d. per car, on all 
advertising to £1 18s. 8d., some- 
thing under two per cent of the 
value of new vehicle sales. To- 
day, the corresponding advertis- 
ing costs on something over 
double the 1938 output have been 
reduced to £1 Ss. 4d. and 
£2 9s. 10d. respectively, which 
amounts to 06 per cent of the 
turnover of new vehicle sales. 


“The total advertising and sales 
costs of a second group in 1938 
were roughly two per cent of the 
value of new vehicle sales. To- 
day with a financial turnover four 
times greater they are 0.9 per 


H. W. Voigt, of Birmingham, with his wife and two sons 


cent. We have quadrupled our 
turnover but effectively halved 
our marketing costs 

“In 1914 the 8.9 hp de luxe 
model Morris Oxford was listed 
at 190 guineas In 1920 you 
could buy a bull-nosed Morris 2- 
seater for £465, but the slump 
came so suddenly and unexpec- 
tedly that by January, 1921, the 
number of Morris cars sold had 
been reduced to 74 in that 
month, with production geared 
to a flow of at least 60 a week 
with corresponding commitments 
to suppliers 


“Morris slashed £90 off the 
Cowley 2-seater and £100 off the 
4-seater, bringing the prices 
respectively to £375 and £425 
with the impact falling on what 
were the most popular models. 


“He then 
advertising budget 
jumped from 74 in 
month by month until thev 
reached 361 in June, 1921. at a 
time when the general average of 
competitive car prices was at least 
£200 higher 

“About this time other manu- 
facturers began to cut prices, but 
Morris was able at that time to 
visualise further price cuts, and 
he surprised visitors to the Motor 
Show in October, 1921, by reduc- 
ing the Morris Cowley 2-seater to 
£299 and the 4-scater to £341, 
with even bigger price cuts in 

D 
more expensive Morris Oxf 
range--advantages which he was 
able to advertise extensively. 

“The immediate consequence 
for his company was that whereas 
the total vehicles produced in 


extended his small 
The sales 
January, 


probably the 


youngest delegates at the Conference. 


R. A. Bishop tells a success story. 


Britain fell by a third, his own 
output increased by over 50 per 
cent 

“The sales 
originally by 


which developed 
personal recom- 
mendation received a much 
greater impetus in this country 
and abroad when the powers of 
wide scale persuasion through ex- 
tended distribution channels and 
other forms of advertising and 
sales promotion were brought 
into operation. 

“It secured the British home 
market basically for vehicles 
made by British labour and gen- 
erally with British capital. It has 
given a fuller life to countless 
millions of people. 

“It is one example of wide 
scale marketing expansion in our 
generation which has proved that 
modern marketing methods are 
beneficial to the community 
socially, economically and polliti- 
cally—and Lord Nuffield has 
given me his permission to tell 
you to-day that the impetus of 
the expansion of his business 
could not have been the same 
without the use of these 
methods.” 


Power of press 
ads praised 


Present conditions no doubt 
suited the publishers, but they 
suited the advertisers and the ad 
vertising agents equally well. 
“You can achieve your objective 
and reach a wider range of 
people now able and ready to 
buy at a comparatively lower 
figure than before the war,” said 
Mr. Bishop. 


since the value of goods has gone 
up at least as much as the scale 
rates of advertising space, the ad- 
vertiser reaps the full benefit of 
this extra visibility, and gets his 
advertising im effect on much 
better terms than pre-war.” 
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e@ AA CONFERENCE—BIG GATHERING AT TV SESSION 


LONDON TV WILL START ON SEPTEMBER 22 


Change of plan for Midland, 
Northern transmitters 


OMMERCIAL television will start in this country on 


Thursday, September 22. 


A statement by the Indepen- 


dent Television Authority on Tuesday giving this official date 
followed an announcement by Sir Kenneth Clark, the ITA 
chairman, at the two-hour session on commercial TV at the 
AA Conference, that the first programmes will be transmitted 
from the London station “sometime after the middle of 


September.” 


Sir Kenneth told the Conference 
will be ready and we will be transmitting full test programmes.” 
has been confirmed by the ITA's statement. 


“On September 1 the transmitters 
This 


During the TV session, which attracted the largest audience of the 
conference, advertisers and agents appealed to the programme con- 


tractors for more definite figures on audiences. 


The representatives 


of the two programme contractors on the panel agreed that research 


was vital 
already discussed the 


the contractors were willing to pay for it, and they had 
matter with 


the Institute of Practitioners in 


Advertising and the Incorporated Society of British Advertisers 
Questions asked of the panel of eight speakers ranged from the 

part advertising agencies and independent production companies should 

play in the making of commercials to the effect of commercial TV 


on other advertising media. 


A report of the session is given below. 


panel are shown in italics. 


OPENING DATES 


On what day will the London, 
Birmingham and Manchester 
ytations really start transmitting? 

Sir Kenneth: The BBC took 
wo years to instal their trans- 
mitters, and at one time we 
seriously feared that we should 
have to take the same time. Some 
time later we thought we could 
do it in a year, so we fixed as 
our opening date September 1. 
By September 1 the transmitters 
will be ready and we will be 
transmitting full test programmes, 
but both we and the programme 
contractors thought it would be 
wise to have a week or two of ex- 
tension before going on the air. 
Thus, I suppose, the right answer 
for the London station is ‘some- 
time just after the middle of 
September.” 

For the other two stations we 
had to change our plans. We 
had originally thought that we 
might be able to get on to the 
BBC masts and that proved tech- 
nically amiss. We will be a little 
hit later than planned, but I 
think it is fairlv clear now that 
the Midland station will start 
before the end of the year—in 
mid-December. 

The Northern station 
uncertain There, I think, we 
will not start until some time 
in the spring of next year—if we 
are lucky! 

Chairman: How is that going 
to fit in with the ideas of the 
contractors? 

Mr. Truefitt: In the most 
friendly way, of course, I think 
we ought to make it clear that 
the contracting companies are 
not responsible I am sure | 
speak for the first two companies 
when I say that we will be ready 


is still 


Questions asked of the 


by September | to transmit a full 
programme as arranged. 

Mr. Meyer: Our view is the 
same: We shall be ready. 

Chairman: How does 
affect the advertisers? 

Mr. Chilton: I think we can 
say that the productive work has 
been done by the agencies and 
advertisers and most of the ad- 
vertisers will be ready with the 
material. Whether it will be suit- 
able or not, we shall undoubtedly 
learn in due course. 


SAFETY IN FILM 


Does the panel think that the 
safety of filmed commercials out- 
weighs the greater conviction of 
“live” commercials? 


Mr. Holdsworth: The first con- 


that 


M. Raymond Mery, vice president 
of the Federation Francaise de la 
Publicite, who came to Britain 
specially for the Conference and its 
commercial TV session talks with 
Leslie Room, director-general of the 
4A at the dance on Saturday 
evening 


Sir Miles Thomas (e/ 
here, ready to play th 


of inquisitors, are ‘lef: to right) 


sideration must be 
people looking in 
gramme has just fir 
the complete message 
of course, going to be 
growing pains and | 
programme direct 
deed, my side, the 
side—would wish t 
and safe from eve 
view. 

Miss Honywood: 
very much safer, fro 
tiser’s point of view 
to see what is going 
public so that he ca 
fectly sure that n 
flaws, which can s 
pen, are made. | 
most things the filr 
fore-hand are muc! 
ferred at this stage 

Mr. Hobson: Son 
member is that wh:i 
commercial can b 
effective, equally, t! 
mercial—say, of the 
—can meet a very 
Another point is 
programme contrac! 
with fixed times on 
do not really see how the “live” 
commercial becomes practicable. 

Mr. Truefitt: | understand that 
in the early stages there may be 
some difficulty in the mixing of 
film and “live” commercials at 
the same time. Those are initial 
difficulties, of course, and they 
can be dismissed as they will not 
be permanent features making a 
permanent problem 

Mr. Chilton: I fee! that some- 
thing comes out of the “live” 
commercial that does not come 
out of the film—something, pos- 
sibly, psychological, but | think 
very important to the advertiser. 


AUDIENCE RESEARCH 


Can the panel estimate the 
number of sets in the London 
area which will be capable of re- 
ceiving ITA programmes in 
September , 

Sir Kenneth : The short answer 
to that is “No.” It will just have 
to be a guess. I believe there 
are 1,760,000 sets, and one must 
guess at the number of set 
owners who are going to go to 


keep the 
tor the pro- 
hed to get 
There are, 
emendous 
| sure that 
and, in- 
re making 
play good 
point of 


think it is 
the adver- 
o be able 
» meet the 
make per- 
ast-minute 
asily hap- 
| that for 
made be- 
o be pre- 


ring to re- 


rtoon type 
inite need. 
until the 
supply us 
ietworks I 


held a witty rein on the TV panel. 
fastest bowling from a large and lively gathering 
Sir Kenneth Clark, H. F. 
iard Meyer and J. W. Hobson. 


With him 
Chilton, 


the expense of converting them. 
In making that guess one can 
inform one’s-self of how many of 
those sets are old and unconvert- 
ible, and the income groups of 
the people who own them, 
whether they can afford aerials, 
but it will remain, in the end, 
only a guess. If I said half a 
million, my guess would be no 
better than yours. 

Mr. Truefitt: | do not really 
accept any of these estimates. I 
believe that there will not be a 
ceiling on the converting of sets 

Mr. Meyer: I believe that the 
number of sets that are capable 
of receiving ITA transmissions 
in September is not really so 
important as the number of sets 
that will be a few months after- 
wards. 

Obviously, it is a matter of 
vital interest to us to help get 
as many sets in as we can, either 
converted sets or new sets, and 
for that reason we shall be start- 
ing an advertising campaign in 
association with Associated- 
Rediffusion next month in order 
to try to hurry them up in hav- 
ing conversions or new sets— 
converted or aerials altered, as 
the case may be—before the pro- 
grammes actually start. 

Miss Honywood : We fee! that 
anything new like this, which ts 
going to be very vital, especially 
a market of this sort, where 
Vision is sO important, may prove 
to be an exceedingly valuable 
medium. We hope that very 
soon we shall get a little more 
information on the type of audi- 
ence. We cannot quite see how 
it is going to be made up. We 
know that the expense will be 
very great, and from what we 
can see, for the first few months 
the audience will be compara- 
tively small. We do hope that 
even perhaps before we start we 
may get a little more information 
as to what steps are to be taken 
to give us some form of assur- 
ance of public support After 
all, newspapers do it with the 
Audit Bureau of Circulation, and 
we, as. advertisers, take a great 
deal of notice of that 1 feel 
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@ AA CONFERENCE — EXCHANGES ON AUDIENCE RESEARCH 


No figures—but TV 


‘order books full’ e« 


that the sellers of air time ought 
to be able to give us some sort 
of assurance and guarantee on 
those lines. 

Chairman: What will be the 
mechanics of finding out the 
number of viewers? 

Mr. Truefitt: It is very much to 
be regretted that we cannot offer 
you ABC figures; there does not 
seem to be any prospect of doing 
that. I have heard something 
about research, and some people 
have already discussed it with me 
at great length. 

e have all now come to 
the conclusion, at least, almost 
all the newspapers, periodicals, 
and so forth, that the proper 
way to do research is through 

me independent organisation 
ke the IPA or ISBA— 

organisations of that character 
where part of the beneficiaries 
the contractors are bene- 
ficiaries as well as the consumers 
will help. | should be very 
happy to hear that ample 
rrangements have in due time 

-en made for such research to 
ike place. I.feel sure that when 

it happens the contractors will 
ynsider very favourably giving 

incial help towards that pur- 
se. At what time that research 
hould start and the way it should 

e done is a matter for some dis- 
cussion. 

Mr. Bevan: | am sure all mem- 
ers of the IPA would wish the 
nstitute to co-operate in a plan 
yf this kind. We certainly agree 
hat some kind of bureau—a dis- 
imterested bureau—is likely to 
produce the best results from 
vis kind of research to estimate 
he audience for commercial TV. 

Mr. Chilton: I am very glad to 

that. We would also be only 

willing to co-operate in such 
seare 

Mr. Hobson: The most im- 

rtant thing, in my view, is to 

up a single system of complete 
tegrity which has the confidence 
everyone and is done by the 
est possible means—which, of 
ourse, costs a lot of money, and 
that, again, makes it so essential 
unite to do this job. 

A. Newton Carter (London 
Press Exchange) (from the floor 

f the hall): It is quite fantastic 
that we are sitting here, at a time 
when contractors’ order books 
re full, four months before the 
rogrammes are due to start, and 
we are talking about research. 
Ihe programme contractors are 

ling space and we, as the 
idvertising agents of our clients, 
ire the customers; it is quite 
amazing to me that programme 

yntractors have in fact obtained 

ill order books when they have 
pproached us with no figures at 
4 

This question of the IPA con- 
ributing to research has been 


Chairman 
of the Advertising Association. 


Sir Kenneth Clark (chair- 
man of the Independent Tele- 
vision Authority). 

H. F. Chilton (chairman, 
radio and TV committee of 
_— and publicity manager, 


orlicks Ltd.). 
Miss Flora V. Honywood 
= Coty (England) 


mentioned. I submit that the 
onus for research 
(a) has been left too late, 
and 
(b) should be entirely sub- 


sidised by the programme 
contractors, most of whom 
have very powerful and 


weighty organisations behind 

them. 

My own agency—and I do not 
suppose we are different from 
others—has invested a _ large 
amount of money in trying to 
establish these audiences, but | 
am quite amazed that the pro- 
gramme contractors still have 
not been prepared to employ 
with their own money something 
which is now an institution in 
advertising. The contractors 
have not a vestige of policy as 
regards audience breakdown, so 
there is very little available for 
the advertiser. 

Mr. Meyer: You cannot have 
research when you have nothing 
to research into. It is perfectly 
true that we could spend quite a 
lot of money in finding out how 
many people have had their sets 
converted. That, by the time the 
figures were out, would be com- 
pletely academic so long as they 
are going on being converted, 
and all that one can do is to mea- 
sure the rate of conversion. 

So far as research itself is con- 
cerned, in regard to audiences, we 
have always realised that it is 
absolutely essential 

We have always been prepared 
to pay for it, and we have always 
intended to be quite sure that 
from the time we go on the air 
figures will be obtained and 
published. Whether they would 
necessarily be released in the first 
two or three months, until a 
trend had been established, is 
another matter. 

It has always been our firm 
intention to go in for research 


- Spots to be fixed , 
or rotated ? ° 


MEMBERS OF THE PANEL 


of the panel was Sir Miles Thomas, vice-president 


A message was read by Sir 
Winnick, director of the Kemsley-Winnick group, who was 
prevented by illness from taking his seat on the panel. 


Members of the panel were: 


R. A. Bevan (chairman, TV 
film and radio sub-committee 
of the IPA, and chairman, 
S. H. Benson Ltd.). 

J. W. Hobson (director, 
Colman, Prentis & Varley 
Ltd.). 

Richard L. Meyer (director, 
Associated Broadcasting Co., 
Ltd.). 

C. W. V. Truefitt (director, 
Associated-Rediffusion Ltd.) 
Miles Thomas from Maurice 


So far as that goes, I have al- 
ready discussed it with the repre- 
sentatives of the IPA and ISBA, 
and have put forward a proposal 
for their consideration 


ROTATION 


With a fixed rate of time seg- 
ment, does the panel think con- 
sumers should be rotated by the 
contractor within the segment 
week-by-week or be booked for 
a specific time ? 

Mr. Truefitt: There is some dif- 
ference in the procedure of the 
two London companies. We have 
been sold on the system of rota- 
tion, 

Mr. Meyer: We are adopting a 
different policy. We believe that 
it will be extremely difficult to 
retain the rotating system with 
the complications that will arise. 
We believe that from a practical 
point of view the method of an- 
nouncements at specific times and 
keeping there as far as it is pos- 
sible to do it is likely to be more 
successful. 


AGENCY’S PART 


What part should advertising 
agencies and independent produc- 
tion companies play in making 
commercials ? 


Mr. Holdsworth : | think it is 
best tackled by the agency and 
the maker of the commercial 


working together. The commer- 
cial must necessarily be an inte- 
grated piece of merchandising 
strategy in the overall advertise- 
ment campaign, and it must come 
through the agent to the maker. 

Mr. Hobson: | agree it is 
vitally important that the pro- 
duction should not get out of 
line with the basic advertising 
strategy, which is presumably 
made out by the agent; on the 
other hand, when it comes to the 
actual production of films, and 
so on, that should be in the hands 
of the specialists 


National coverage 
‘needs 


6 channels’ 


COVERAGE QUERY 
On what approximate date 
can we expect national coveragg 
by television—and will it be 


truly national on only two 
channels ? 
Sir Kenneth: If you count 


national coverage as something 
like 80 per cent, that could be 
done in three years, or perhaps a 


little less. Certainly, that can- 
not be done on only two 
channels. In fact, it has never 


been envisaged that it could be. 
It will need at least six or seven 
to bring it off. The 80 per cent 
coverage, I think, can be done 
on three or four. It is in fact 
being worked out at the moment, 
and these extra channels should 
be available in at least two years . 

one of them, in the South, per- 
haps in six months. 

MEDIA EFFECTS 

What effect will commercial 
TV have on other advertising 
media ” 

Mr. Hobson: | do not think it 
will reduce the volume spent on 
other advertising media, as the 
total amount spent on advertis 
ing is rising every year. So long 
as that tendency goes on, I can- 
not see that the amounts likely 
to be spent on television, even 
when it is fully operating, will 
outstrip the level of the rise in 
the tendency 

Miss Honywood: | think it 
comes back to the question of 
how efficient is the medium to 
sell your product. If after a 
certain time we find that certain 
media do not respond then we 
will just have to rely on the press. 
It just has to prove itself. 

Sir Kenneth: We will not be 
able to tell what its effect will be 
on the other media for quite a 


long time. I should think that 
not for three years, until the 
novelty has worn off, will we 


know what the effect will be 


Col. A. N. C 


Varley was 
Conference chairman 
John L. Verrinder said this was 
Col. Varley's first participation in 
this event . . . “but we are going 
to see he does not escape again! 
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e AA CONFERENCE—RAISING PUBLIC TASTE 


Cecil Notley attacks the 
‘strident and bombastic’ 


An appeal to all in advertis- 
ing not to sell “by fair means or 
foul” was made by Cecil Notley. 
He attacked advertising which is 
tn bad taste, and said: “A grave 
responsibility is ours; let us not 
shirk it.” 

He was glad that this was not 
an apologetic Conference. “This 
year we have not been defending 
advertising,” he said. “ We have 
not had to listen to the more 
stupid of our politicians express- 
ing their ignorance on a science, 
an art or a profession which has 
had as much to do with a higher 
standard of living than probably 
any other 

“Advertising has been a great 
force in raising the general! level 
of public taste in this country. 
When new art forms or new tech- 
niques are presented it is often 
the world of advertising which 
first makes these known to the 
general public. 

“As a patron of the arts, adver- 
tising holds a unique position.” 

Mr. Notley spoke of the work 
of advertising men and women 
in the creation of attractive 
illustration and design. Then he 
issued “a few words of warn- 
ing’ 

There are those in advertising 
whose favourite remark when 
they see a piece of good design 
is “very mice but will it sell?’ 
These people seem to think that 
unless an advertisement is 
blatant, overpowering, strident, 
bombastic and full of what they 
call “punch”—it is a waste of the 
client’s money 


Town’s faith 


Delegates at the opening session 
at the Dome heard the Mayor of 
Brighton, Ald. W. G. Dudeney, 
proclaim Brighton's own faith in 
advertising and in conferences. 


He said that Brighton was 
= more ambitious still—it 
already had several trade 


exhibitions and fairs. 


The most jovial delegate arrives. . 


Andrew Milne was later spotted 

“disguised” with the biggest biack 

moustache seea outside the Handle- 
bar Club. 


“Are some of us thinking that 
the more we shout about our- 
selves, the more we drive home 
how good we are, that there is 
nothing wrong with us at all. 
the more we shall endear our- 
selves to our fellows? Is that 
the way to get the public to 
think well of the products and 
services which we have to adver- 
tise? Would it not be better to 
be a little more reasonable, to 
restrain our language a trifle and 
treat our readers like intelligent 
human beings rather than as deaf 
dolts who must be shouted at?” 

Mr. Notley trod what he called 


“dangerous ground” and criti- 
cised “the infiltration of the 
American way of life.” In 


particular he regretted the de- 


velopment of the self-service 
store in this country, and 
standardisation. 


Delegates | from far and 


There were delegates from all parts 


of the country, and from Scot- 
land, Wales and Ireland. 

Jovial group pictured above includes 

John Roe (Manchester), Hamp 


Hamilton (Glasgow) and T. 
Marrian (Leicester) with Frank 
Coulson (past chairman, Club 


Cecil Notley—descr'ed by another 


speaker as “the s) bol of eternal 
youl 

He also refe ed to the 
development of edia “of in- 
different taste,” ! said: “We 
can produce the k d of advertis- 
ing that will enc: «age a higher 
standard of put taste, but it 


ars in media 
presenting to 


is a pity if it a; 
which are intent 


the public the st appalling 
example of bad | e.” 
. 
wide 


Development ( 
Jesse Scott. 
A strong Irish cor 


and 


mittee) 


rent included 


Charlie MecCon and Brian 
O'’ Kennedy. 

Colourful Scot i» all Highland 
dress was Louis Caig Cowan. 


of Glasgow. 


FSCC WIN CLUBS’ GOLF TXiOPHY 


Excellent weather conditions 
apart from a strong wind 
favoured the golfers during their 
day’s play at the East Brighton 
Golf Club last Thursday. 

The matches were in the charge 
of George Dunbar and Harold 
Fish. The winners were 

Morning: Four-ball competi- 
tion.—1 (presented by C. & E. 
Layton, Ltd.), Cliff Glover and 
John Sime. 2 (presented by J 
Harrison Haworth), K. Braddon 
and N. Royds. 3 (presented by 
Norman Moore), T. A. Phillips 
and A. Phillips. 4 (presented by 
Geoffrey Battersby), P. Bland and 
K. Taylor § (presented by 


Geoffrey Battersby), G. Dunbar 
and J. Verrinder. 6 (presented by 
Geoffrey Battersby), A H 


Mclsaacs and Harry Salmon. 

The imter-club match for 
Leicester Evening Mail Challenge 
Bow! was won by the Fleet Street 


“Column Club—( 


tf Glover and 

John Sime (41). and J. Ver- 
rinder and George Dunbar (36) 

In the afternoon, a 24-a-side 


match between delegates and the 
Mayor's team, for prizes pre- 
sented by Bewlay & Co., was won 
by the Mayor's team by eight 
matches to four. 

> competition: 1 (pre- 
sented by J. Verrinder), Mrs. L 


Oelrichs. 2 (presented by J. Ver- 
rinder), Mrs. lan Taylor. 3 (pre 
sented by J. Rosswick), Mrs 
E. G. Benn 

The many prizes were pre- 
sented by the Mayor, Ald. W. G. 
Dudeney, during the dance fol- 


lowing the civic welcome at the 
Pavilion on Thursday evening. 
The winners were announced by 
Harold Fish, and the Mayor was 
thanked by Notman Moore, 
president of the Advertising 
Association 


May 12, 1955 


That same old | 
voice on TV? 


Cc. D. Notley spoke about 
“The Advertising Voice— 
the voice of poor taste.” 

He said: “This voice is usually t 


eee eee eet 


never hear it anywhere else, g 
thank God, and I don’t sup-{ 
pose the man who utters it} 
speaks like that to his wife ¢ 
or children. 

“It is the voice of poor taste 
and doesn’t do our profes- 
sion any good. What alarms 
me more is that I have 
heard some of the commer- 
cials which are going to be ‘ 
released into our homes and 
I am sorry to say it’s the 
same old voice again. Now 
this just won't do. 

“If advertisers have got any 
thing interesting to say they 
must respect the privacy of 
our homes and talk to us 
like reasonable human 
beings and behave in good 
taste—or be turned off.” 


BRIGHTON 
BRIEFS 


Delegates commented on th 
attractive decor. Leon Goodma: 
Displays Ltd, designed 
assembled, and installed the dis 
play material for the Conferen 
hall and the decorations in th 
Aquarium ballroom—the clot! 
drapes for the back of the pla 
form being given by Weddel 
Bros. ; the cut-out Graforel letter 
ing, by London Industrial Arts 
the platform flowers, by Addiso: 
Nurseries ; and the metallic car¢ 
for the cut-out fishes in the ba! 
room, by Saville and Co. 

* * * 

Special Conference notepap 
and envelopes were presented ' 
delegates by Spicers. 

* * 


‘ 


* 
Time-Life notepads were 
evidence again. 
* - 7 


and soap flakes—were distributed 
* 7 * 
A “greetagram™ from the 
Direct Mail Centre wished dele 
gates “a pleasant and profitable 
conference.” 
* * * 
Votes of thanks to speakers 
were proposed at the end of each 
session by representatives of 
various advertising and publicity 
clubs. 
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Cc. HOOPER 


THREE-POINT PLAN FOR FUTURE 
AA ACTIVITIES 


‘Courageous event’ praised 


C ONSTRUCTIVE proposals for the future activity of the 
Association in explaining to 


Advertising 


influential 


sections of the community the necessity of advertising to 
the national economy were made by F. C. Hooper, managing 
director, Schweppes Ltd., in a summing up of the Conference. 

In a speech described by G. R. Pope as “the best summing 
up of an AA Conference I have ever heard.” Mr. Hooper 


Suggested : 


1. Talks with the TUC and possibly a course on advertis- 


ing for trade unionists. 


2. Lectures and debates on advertising at universities and 


in teaching organisations. 


3. A new, intelligent approach to advertising, bringing to 
an end the “miasma of exaggeration” and “coinage of distor- 


tion” which the business had developed “to nausea point.” 


Mr. Hooper said: “The pur- 
pose of this conference has been 
courageous. It has been, not to 
ngage itself in conferring about 
the technicalities of the craft. but 
to put itself deliberately at the 
bar of public opinion and invite 
lown to it prominent people—a 

inet minister, a parliamentary 
cretary, a noted sociologist, 
left-wing in her background, a 
leading trade union official, left- 
wing in his background, sundry 
businessmen, and, finally, Mr. 
Notley. himself an advertising 
man. 

“They have all agreed that 
advertising is essential. There 
has been no variation of opinion 
there at all That, in itself, is 
interesting—that people of such 
varied description, people of such 
noteworthy character, all used to 
making speeches on public plat- 
forms and usually getting pub- 
city out of disagreement rather 
than agreement, have, in all 
sincerity, all of them, said with- 

t any equivocation whatsoever 

at advertising is absolutely 

ential in this modern com- 

Mr. Hooper quoted tributes 
to the social service and effective- 
n advertising made by 
various speakers, and declared: 
The arguments are irrefutable. 
How and to whom are they to 
be presented? They have been 
presented to us. They have been 
presented to the press—and I 
see the local press have gone to 
town on it, but so far as the 
national press is concerned it will 
make very little impact. 

“You don't get results, in 
effect, by having a conference and 
pushing out a few press cuttings. 

“That is the framework. But 
there is work ahead of us, great 
work, hard work, and it is going 
to take years to do. 

“First of all, the workers. 

“I have a very high opinion 
indeed of the leading trade 


ess. ol 


Conference chairman J. L. Verrinder 


(seated) 


assures AA president 
Norman 


Moore that everything is 
running smoothly. 


unionists of this country but 
the workers have still a lot to 
learn about business.” They had 


realised that their main job, that 
of production, was of the greatest 


importance. But they did not 
realise that business is a beast 
with four legs—selling, produc 
uuon, communication and dis 
tribution 

“Every single one of those 


four is absolutely essential,” said 
Mr. Hooper, “and to talk of in- 
dustry in terms of production is 
a wrong concept altogether 
Without the advertising end being 
done properly, without great 
risks being taken, without great 
sums being spent, often with no 
idea of what the result will be, 
nothing can be done 

“I was interested to hear from 
Mr. Williamson that they are 
spending over £100,000 in the 
trade union movement to bring 
their members, particularly the 
shop stewards, up to the know- 
ledge of how to manage business 
in terms of production. He out 


Delegates hear the ‘best-ever’ 

Summing up 
lined the syllabus uch a 
course, Dut that was 
wholly devoted fuction 
and human relations ention 
of selling, no mentor f adver 
tising, n nention of distribution 
In other words, in the caverness 
to teach their membe what goes 
on, and how t can ¢ bute 
and be of rea! value in the busi 
ness, t hag ire le i¥ ne out three 
of the four 


“Your Association and others 
interested should take action on 
those lines, following Mr. 
Williamson's speech. You should 
approach the trade union move- 
ment and point this out. I am 
perfectly sure they will be de- 
lighted if you do so, and I would 
suggest, with the help of the 
admirable notes that the Associa- 
tion has produced, with the help 
of the papers given here, and your 
knowledge, it should be possible 
to set up a short course of a day 
or a week, or part of a week, on 


this subject. 

“You should also approach the 
leading employers’ associations. 
They are just like the workers! 
They think the be-a nd end-al 
of life is production But they 
should, in joint consultation with 
their workers. stress that adver 
tising, selling and distribution, 


just as production, should be a 
part of that consultation. You 


CONFEREN( 


Perhaps the one way in 
which you have failed is in adver- 


tising advertising. I knew 
nothing about the advertising 
code until you asked me to 


address this meeting, and I am 
interested to learn of the efforts 
that are being made to lift the 
great advertising profession to a 
higher level. Lady Pakenham. 


* * * 


These Conferences are helping 
to sell advertising to the world 
as a very important profession. 

—Lionel Berry. 


should use all the channels that 
are open to you to get the point 
home 

Other critics 
economists and 
“| suggest that 


were the 
intelligentsia 
you go to un 


versities and teaching bodies 
generally—teaching bodies of the 
normal! sort and of the evening 


class type of activities—and say 
that you want to do something 
about it. Say that you have got 
the information, you are pre 
pared to debate about it, you are 
prepared to argue about it, but 
at least you want the chance of 
having your say.” 

Mr. Hooper dealt with the 
trend of modern advertising. Our 
purely communicative advertising 
was impeccable. “But when we 
get to competitive advertising, 
when we get outside the sphere 
of pure communication, are we in 
quite the same position?” he 


asked 

“Are we in a position to refute 
all our critics 

“It is not unfair to say that we 
have built up in modern advertis 
ing a miasma of words and illus 
tration which, if we could only 
be away from it for 50 years and 
come back and have a look at it, 
we would not believe it was true 
We have killed the tricks of our 
trade 


MIASMA OF WORDS 


“We have developed this 
miasma of words, this miasma of 
exagecration, this coinage of dis 
tortion, to nausea point 

It 1s mpossible for the 
modern advertiser to call a spadk 
d pack If he wants to describe 
a spade he talks about a ‘hydro 
matic shovel with super lift 
appea More than that, we 
have developed an expertise in 


which has long ago left 


them completely meaningless 


words 


“There are all sorts of wa 


with which we are, all of us 
extremely familiar: the half-truth 
or the mis-truth by inference.” 


@ Continued on page 316 


‘E QUOTES 


Accountants liken sales and 
advertising people to the bird of 
fairly recent mythology which 
flew backwards in ever decreasing 
circles until it finally disappeared 

A. Bishop 
om o 7 


The new apostles of the twen 
tieth century are the men of ad 
vertising R. D. L. Dutton 


* * * 


Advertising helps to raise the 
standard of living by raising the 
standard of longing 

Lord Mackintosh 
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Did clubs havea * 4 
fair deal? 


Increased opportunities for 
youth and for the club movement 
at future conferences ; television 
audience research; the employ- 
ment of over-40’s; the role of 
advertising in the encouragement 
of exports—these were among the 
subjects over which discussion 
ranged during the final “Free for 
all” session on Sunday morning, 
presided over by John L. Verrin- 
der, chairman of the conference 
committee. 

It started with questions imply- 
ing that the ciubs had not been 
given the opportunity they 
wanted to play their part in the 
conference 

John E. Winford, chairman of 
the Club Development Commit 
tee, while paying a tribute to the 
conference committee, said that 
the club movement, which was 
the spearhead in the fields of 
education, vigilance, and public 
relations, felt that it had some- 
thing important to contribute 
Something had been offered by 
the organisation, but it had not 
heen acceptable 

Trevor Harris said that with- 
it the clubs’ specialised local 

wledge it would be im 
ossible for the Advertising 
Association to carry on its task 
f public relations 

G. R. Pope recalled that all the 
votes of thanks at the Conference 
had been proposed by club mem- 
bers and, in reply to a question by 
Arnold Jones, stated that it was 
proposed to provide speakers’ 
notes from the addresses that 
had been given—particularly Mr. 
Hooper's 

Douglas Bain, answering a plea 
from Joe Harris that youth 
should be given its chance on the 
platform, said that the average 
age of the speakers had been 
44.5, and Mr. Verrinder said that 
through the CDC touch was con- 
stantly maintained with the youth 
activities 

The plea for the employment 
of people over 40 came from 
T. Friend. It seemed to be 
thought, he said, that as soon as 
a person became over 40, he or 
she was of no use whatsoever 
Yet advertising was supposed to 
be a business that employed 
brains An investigation § in 
America had shown that the top 
10 accounts in the top 10 agen- 
cies were handled by men over 
40, and a large proportion by 
men over 50 


r 


Mr. Verrinder said that any 
representation on this question 
by Mr. Friend to the Advertising 
Association would meet with a 
most sympathetic reception 

A tribute to the quality of 
British advertising came from an 
Indian delegate, K. U. Matthew. 
Young Indian creative people, in 
their refusal to indulge in bally 
hoo, looked up to the British 
tradition in advertising, and were 
grateful for the excellent work 
put in by British enterprise in the 
early days, he said 

[he newsprint aspect was intro- 
duced by W. Harold Butler. Did 
the mewspaper proprietors really 
welcome more newsprint? he 
asked 

Mr. Pope, who is a member ot 
the Newspaper Proprietors’ 
Association council, was quite 
sure that they did. While the 
undoing of the controls that had 
operated during the last 15 
years would not be easy, he 
knew of no newspaper proprietor 
in the country who was trying 
to keep controls for controls’ 
sake. 

“As far as the advertisement 
directors are concerned,” he 
said, ““‘we are looking forward to 
the day when we can accept an 
advertisement for a certain date 
and be sure it will be inserted. 
And I don't think that will be 
very far ahead.” 

The challenge to advertising 
people to do more to encourage 
exports came from Ivan Luckin. 
The Advertising Association 
should give early consideration 
to the theme of next year's con 
ference, which he _ suggested 
should be: “Advertising and the 
promotion of British exports.” 


Bevan 


ail smiles at 


4¢ the 
film 


Rank Organ 
tiell 


m party 
show Norman 


Brighton 


@ Continued from pa 


1? 


(champagne for all) before the midnig 
Moore tne 


and John 


Mavor and Mavyore 


Davis 


F. C. HOOPER SUMS UP 


Mr Hooper tu 1 to 
selling. What did it mean ? 
It means ne iid, 

where we have use 
tive we Should u t 
tive and where we ve 
superlative for years, we should 
use more superlat in other 
words, make a simr message so 
complicated that hody can 
understand it, and doing so 
build up a mechanism 
amongst our reader ich makes 
them just pass over 

“The only valu of some 
modern advertising that it 
usually makes the ne of the 
product fairly clear 

On the whole M 
had been culogistic 
tising and congrati 
tisers for the skil 
showed and the im; 
attached to it. But 
one or two things h« 
critical about 

He did not lay it but there 
was a significant phrase at the 
end of the paper when he had 
been describing adver‘ising of the 
I-make-Sweet-Music pe. He 
said: “This advertising brings 
tears to my eyes but tempts no 
money out of pocket.” 
Maudling was no said Mr 
Hooper 

There was a lot 
“this superb profession which has 
constructed voluntarily its own 
rules and codes and standards of 
behaviour.” 

“But we all know anybody can 
and frequently does drive a coach 
and horses through those rules 
and standards,” said Mr. Hooper. 
“You cannot stop the advertiser 
who doesn't care a damn about 
public opinion, breaking all the 
rules 


hard 


that 
com para- 
superla- 
used a 


defence 


Maudling 
yut adver- 
ted adver- 
that they 
tance they 
here were 
was a bit 


f talk about 


“I suggest that modern adver- 
tising of the type we have been 
talking about is defence-cumula- 
tive. You get yourself into a 


form of advertising that eve 
thinking person knows basica 
to be wrong but you don’t 
how to get out of it. We hay 
got into the position where 
advertising man has two maste 

-the master on the one side 
the public and the master on 
other side is known as the adv« 
tiser As a result he himse 
through his profession, has 
up a complex defens 
mechanism which is 
accepted.” 

The profession for years 
bulldozed the customer and 
advertiser to accept the conve 
tion that it was only necessary 
do “the same as your competil 
only more so.” 


GREAT TASK AHEAD 


A great task lies before adve 
tising and particularly the Adver 
tising Association,” said Mr 
Hooper. “We all know that we 
live in a world of change. But 
advertising is not changing a 
fast as the other things are 

“I am convinced that 
hundred years of educatior 
bound to bear fruit sooner 
later—and I think sooner 
later. The purpose of most 
vertising is to build up an at: 
sphere round a product, and 
must be addressed to youth 

“Sooner or later this nat 
that you have bulldozed for 
long 1s going to turn round 
you, and the skilful advertise: 
who breaks through this conven 
tion that we have suffered so 
and does his job in a way 
which he can be proud—-proud 
not only of the manner in whict 
he is doing his job but of the 
results he has achieved from it 
will have the key to the future. | 
have made certain experiments 
in my own way which have not 
been wholly unsuccessful.” 


-KINOGRAT FILMS LTD 


16 mm Unit with TV 
Write for details of our services 
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Ihe Sunday Pictorial wins a 
prize every time where results 
from advertisements are con- 
cerned and with Blackpool pub- 
licity department it is an auto- 


matic choice for season press 


advertising campaigns. 


“Each year” says Mr. H. Porter, 
director of attractions and pub- 
licity, “this has been justified by 


results.” The Sunday Pictorial 


is so economical, too. No wonder 
it is a favourite with so many 


holiday resorts. 
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Some of the delegate 


and their wives who packed the 


‘Contact’ at the Conference 


DELEGATES MISS 


ESSIONS may have been 
serious and largely lacking 
controversial fire, but the social) 


sessions were gayer than ever 


Organised events were packed 
ught with mo f the 1,260 d 
gates Any w 
I ne at 
P night c 
tainly A quariu 
K r the dan 

he sbaret presented h 

f the Daily Mirror 

who was anyone was 

iding a bunch of Brigh 
Teddy Bo No doubt they 
J by n magnificen 

pouche provided for the 
t New Womans Own 
Yard Anyway, they crep 
i ate enough, throug! 

Anoth vacked party was tha 

given by ', Arthur Rank Orgar 
mn D the midnight showing 
At he Waves 
¢ stars were there, but 
asy to distinguish them 
from he attractive women of 
advertising 

fiona Verrinder presented 
bouguets to the wives of Rank 
chefs John Davis and Gerard 
Holdsworth. 

Private parties were in constant 
sometimes all night !—session, 

Leon Goodman entertained, so 
did Pritchard, Wood. CPV, Royds 


Pearl & Dean 
of others. 


Esquire and a host 
One of the last was given 


Special events were arranged 


British Railways, 


for delegates’ 


‘GHOST TRAIN 


Film Studios (Brighton) Ltd. in 
clauion with Crest Film Pro- 
ctiions Ltd—at 11.30 am. on 
nday. 
Yes, all the 
great, if 
k-end 
They 


voted it 
punishing, 


social dons 
somewhat 


had only one real 
nt: When they began 
ck to London after 

told by their hotels 
n to London 


com- 
the trek 
lunch many 
of “a fast 
at 3.25 The staff 
Brighton station had a busy time 
laining that was a summer 
-dule train according 
summer hasn't 


rted yet. 
understand no agency chief was 


ight like this And after all, did 
one speaker assert that he 
variably sees the breed driving 


ound in Rolls-Royces” 


Sir Miles - the 
perfect chairman 


w HAT an _ extraordinarily able 
man is Sir Miles Thomas’! His 
hievements at BOAC need no 


comment—neither does his work for 
the advertising movement 
Like all journalists, I am fre 
ntly delighted at the way in 
which he can spontaneously dictate 


perfect interview, couched in 
news-story form, over the ‘phone 
And at the commercial television 


ssion he once again proved him 


wives and women delegates 


Here are some of them boarding a coach 


P64 Pt. OT .6 Of 


METALWORK 


LKSCREENPEXKHI 


MERCURY DISPLAYS 70 


*PLASTER 


CASTING 


Aquarium Ballroom f 


self a first-rate chairr 
tive, adroit, and w 
He had some la 
American TV—for 
the all-in wrest 
rupted by the <« 


suffer from perspir 
arms?" 


Up for t! 
LIONEL BERRY 


neatly at the sessi 
presided 
Seated next to Pat 


he said that 
shortly to take 

be of great inte 
speakers——*‘l in 
course Cyril I 


Mancunian, is h 
chester City 
Miss Hornsby-S 

consulted two of 
the House, both 
before giving her 
them had said, ‘¢ 
and the other, ““Giy 


* 7 


Most OF the sp: 
lighter moments. 1 
ticularly bright quip 
session Reginald Vi 
story about an 
who, praying just 
tion, asked f 
enhance t 
clean up 
political life 
“Oh Lord, 
bush? Give 
man!” 
Norman Moore, 
Maudling’s story 
manutacturer 


to one 


etc 
why 
us 


side ar 
pointed out that 
people, he was 
“not a higher star 
but a higher standa 
Lady Pakenham, 
she came, not 
a simple mug. ref 
on an 


as a 


be refunded 
add years to y 


big pot” 


Saturday's dance and cabaret. 
authorita- 


ble digs at 
ance, about 
atch = inter- 
“Do you 
under the 


Cup 


k us all in 
r which he 


rnsby-Smith, 
ontest was 
hich would 
one of the 
erring. of 
who, as a 
that Man- 
e Cup.” 

sid she had 
leagues in 
lising men, 


as far more constructive 


than 


Full Highland dress. and a dignified 
bow for the Mayoress of Brighton 
as she greets delegates at the civic 

reception 


one 


h. One of they had heard at “a not so dis 

help you!” tant conference.” 

1 hell!’ Yes, the ghost of Nye Bevan was 
sull around 

* 


rs had their 
e were par- 
the opening 
dling told a 


A BELIEVER in 
might imagine that 
to a great actor and 


ican priest =when I say that Henry Irving and 
re an elec- Victor Hugo were among the dele 
who would gates who played golf together at 
public life, Brig ton. But truth compels me to 

improve state that the former is advertise 
n he said: ment director of Picturegoer and the 
about the jatter assistant advertisement direc 
W. Brink- 


tor of Vogue 


ring to Mr 
1 armament 


Golfing ‘greats’ 


reincarnation 


great 


I was referring 
a 


write! 


CONTACT 


guns first 
» the other, 
advertising 
to promote 
i of living, 
f dying.” 

» said that 
but 
the mes- 
book on 
Your money 
s book does 
life.” 


~ 


to 


And Tom Williamson spoke of 
an official translator who, asked 
why he was taking minutes to 
translate a three-mir speech, re- old man. 
pled: “ Yes, Mr. Ct man, but he 
didn’t make the speech!” 
Mr Moore m gfully de- 4 
scribed Tom Williamson's address a few accounts, 


BITIONS 


° PEREZ PCR 


EASTWOOD STREETS W-16 


* MODELL! 


N 6 


WEEK'S WISECRACK 


“No I didn’t go to Brighton, 
While they were 
down there talking about 
ethics I was busy snatching 


STReatham 
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F for selling well 


+o 


for making well 


Be it counter sales-aids or exhibition stands. shop fronts or 
interiors, architectural or industrial scale models — in fact for 
everything in the book of three-dimensional selling —C.D.O. 


provides the highest standard of craftsmanship and service. 


CITY DISPLAY D2 GANTOATION 


30 UXBRIDGE ROAD, LONDON, W.12. SHEpherds Bush 1281 


} FURLONG 


Seale. 


the world’s largest factory for 3D-selling production 
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Legal Queries Answered 


Timing the ad on commercial 
‘TV—-how the law stands 


BRRoRS in advertisements 
4 can be extremely trouble- 
some and most costly to the 
persons responsible Obvi- 
ously, an advertiser's business 
can be seriously damaged if, in 
an advertisement, the price of 
his product is_ over-stated 
And it can be just as seriously 
damaged if the price is under- 
stated But there are other 
snags which ought to be noted 


There is only one rule that 
holds good in such circum 
stances the rule of precise 


instructions and the carrying out 
of these with absolute accuracy. 
If an advertisement is booked 
for a certain position, then that 
position, and no other is the one 


n which it must appear If a 
publisher expressly agrees to 
rint an advertisement in a 
pecific position, his right to be 


paid for 


printing the advertise 
conditional on having 
irried out his obligation 

claimed that the 
between carrying out 


nent 


It may be 
litference 


Ws 


~~, ee! Ohus 


By OUR LEGAL 


what was expressly ordered, and 
what was actually done is only 
slight, but in such circumstances 
the advertiser can claim that the 
value of the advertisement is not 
as high as he wished it, and he 
may be on good ground if he 
wishes to make a variation in the 
rate of payment. 

Exactly the same principle 
ipplies to the poster industry 


If an advertiser says that he is 
prepared to pay a certain sum for 
i display in a given position, it is 
no use telling him that he was 
given a display in a position 
which was just as good, and that 

u are sorry he could not have 

e one he ordered. It may be 
ust as good, but that is not the 
pomt. He was prepared to pay 
for a certain site and for no 

ther 

Of course, it may be that some 
benefit would accrue to the adver 
tiser even if his advertisement 


was printed in the wrong position 
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“mereanny weare - 4 * 


The Largest Circulation 
in the Area 


154,523 ABC 
Flat rate 57’6 per s/c inch 


ELEVEN OF ENGLAND'S INFLUENTIAL 
WEEKLY NEWSPAPERS 


SOUTH COAST GROUP 


Lennox House, Norfolk Street, London, W.C.2., TEMple Bar 659! (3 lines) 
C. CASSY & S.H. ROBERTS 


joirt ~Monogers 


CORRESPONDENT 


or displayed on the wrong poste 
hoarding, and he w 1 probably 
have to pay something 
The same principle will apply 
when we have commercial tele- 


vision. If an advertiser wants 
an announcement made at a 
certain time, and says so 


expressly, then no other time 
will do. It may well be that 
making the announcement at a 
certain time, other than the one 
he specified, will du him harm, 
and he may be in « position to 
claim damages. 


It cannot be strongly 
stressed that the ect timing 
of the appearance an adver- 
tisement can lead to. serious 
trouble televis announce 
ment made at the w zg moment 
may do serious harn an adver- 
tiser and he will have a good 
cause for action for mages 

An instance of | harm can 
be done by pure accidental! 


causes is that which 
before the war 


urred just 


Towing the banner 


A responsible firm engaged in 


aerial advertising entered into a 
contract with a vell-known 
advertiser to adve e certain 
products by towing a _ banner 
from an aeroplan All went 
well until the f suffering 
from a lapse of ory, flew 
over the centre of Manchester 


silence of 
mmemora 


during the two minute 
an Armistice Day 
ton 


There was something like a 
public outcry and the advertiser 
was able to produce evidence 
that several retail dealers, who 
had previously given orders, 
had ceased to do so, or had 
found a _ great decline in 
customers for the goods which 
the advertiser had supplied to 
the retailers. 


An action for 
ceded 

Accidents of this 
theory, should not happen—par 
ticularly on television—but it is 
surprising how accidents do turn 
up. No doubt the programme 
contractors will be fully on their 
guard 


d amages suc 


sort, in 


So far as errors in press adver 
tusements themselves are con 
cerned, the utmost care is essen 
tial. Bad proof-reading can have 
a disastrous effect on an adver 
tiser’s business, and if is not 
sufficient to send the ad\ 
the advertising 
and rely on that fact alone 

‘ 


Ishers ought to see to 


ertiser vor 
agent, a proof 
Pub 
it that thev 


May 12, 1955 


Our Legal Correspondent, 
a barrister who specialises in 


advertising law, amswers a 
selection of queries received 
from readers. 

Readers are invited to send 
their problems, which will be 
treated in strict confidence. 

Replies will be forwarded 
by letter, without delay, to 
correspondents concerned. 

Neither the Editor nor 
our legal correspondent can 
accept any liability for the 
opinions expressed. 


get the proots back in good time 
before they go to press. Taking 
a chance that the proof will be 
all right is far too risky 
Further, if the agent himscif 
does not see that he gets a proof 
and that it is duly checked and 
returned, he too may be liable t 
his chlent if an error 
A point that has 
cropped up is the lability, 
any, of a change in price due & 
the general inflationary situat 


occurs 


anti: 
recen 


Announcing the price 


For instance, if the copy 1s 
prepared in June (or earlier) f 
a publication which will not 
appear until the end of the 


and it announces that the selling 
price of the advertised produ 
is £2, what liability incur 


t $ 
by the parties if, when the 


comes, Owing to rising cos 
product has to be sold at £ 
The answer is none at all. 
The price given in the adv 
tisement is not binding on tt 
advertiser, for the simple reas 
he is not binding himself to se 
the product if he does not w 


His advertisement, in law 


not an “offer to sell,” but 
is an “offer to negotiate a 
sale,” which is very different 


No advertiser is « 
sell an advertised article. Nor 
is the price affected by the 
Merchandise Marks Acts, for 
advertising an article for : 
and then selling it (or tr) 
to sell it for £3) does 
constitute applying a als 
trade description to the art 
A difficulty might arise if th 
advertiser is under contract wit 
fus suppiicr not to se DeIOW a 
certain price ; but this is a 
different proposition 


ympelled 


Increase in costs 


It may be that if the adv 
tisement is not going to appea 
for some considerable time afte 
the topy is prepared, and 
price of the finished article is 
almost certain to increase It € 
meantime. the advertiser w 


consider expedient to stat 
that the price in the advertise 
ment is based on costs as the 


are to-day and they are subject 
to such a proviso 


If he does this, it may help 
him to retain the goodw yf 
his clients when he asks for more 
than they bargained for But 
there is no lega! reason why he 


should do this 
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MEET YOUR GUSTOMERS IN BRADFORD 
—and round about 


You can meet them at their breakfast tables in the 
Yorkshire Observer and again in the evening in 
the Telegraph & Argus. 


Between them these papers have a sale of 153,030 
copies each week day. They are part and parcel of 
the daily life of this densely populated, prosperous 
and expanding conurbation 


Their editorial content reaches out to all classes and 
covers all interests — business, news, sport and pleasure. 
Advertisements are read and well regarded for an 
intense local loyalty gives point and confidence to 


anything printed in the “ Bradford papers ”. 


SOME FACTS FOR YOUR ATTENTION 
POPULATION OF BRADFORD 292,000 
INSURED WORKERS 147,854 50.5% 
WOMEN WORKERS 60,131 — 40°4 
BANK CLEARANCES (1954) £207,000,000 
(the fourth largest in the country.) 


¢ Dorkshire Obserber 


(MORNING 30,720) 


Che Celegraph s Argus 


(EVENING 122,310) 
HALL INGS, BRADFORD 
TWO OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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Review of Advertising 


ought to know 


ET us begin with something 
specially directed to young 
copywriters. Other readers can 
safely skip the first six para- 
graphs or so 
A young man who had been 
invalided out of the regular army 
was sent to ask me for some 


advice on how to succeed as a 
copywriter By a miraculous 
combination of good timing and 
good talking he had got his foot 
into the door of a large agency; 
and due to start as a cub 
copywriter in a fortmights time 
So | iunt hoped that in one 
easy | n J could reveal the 
secrets of success. 

If only I knew them! 

So I lent him a couple of books 
nd advised him to join the 


STRIKE & CHIME 
— 


Jewelled Escapement 


’ 
are never put off-beat because | 
they have no pendulum No 


looger need housewives leave the 
duet for fear of stopping the clock. 
Prices from £5.55.6 fer 
SDAY STRIKING ot 


6915 6 for PULL. WEST 
MINSTER CHIME modes 


SROM ALL LEADING 
JEWELLERS @ STORES 
BENTIMA « STAR « 


15-Jewe! WATCHES for 
never ete Lime oe year wrist 


This advertisement seems to 

Copytaster far less silly than he 

first thought The sketch is 
simple and well-drawn. 


What every young man 


By COPYTASTER 


Regent Advertising Club and 
sult the librarian about 
ther books. And then I 

thought that I might best employ 
time by talking not of copy 
of copywriters, and this is 

oughly what I said: 
You will find it all very 
inge at first, but people will 
ke allowances and you will 
n get the idea. Before long 
i will be given various tasks 

Advertisements for trade papers 
haps, or something of that 

sort 


r 


Something to remember 


‘The thing to remember then 

and to remember all your life 

is something very simple 
indeed. 

“Outside the copy department 
nobody knows that some copy 
is easy to write and some is 
difficult. Still less do people 
understand that every copy- 
writer worth his salary is a 
perfectionist, convinced that in 
another couple of hours or 
days he can produce a far better 
advertisement than the hum- 
drum idea that is in his head 
at the moment. 

“If people have asked for copy 
by a certain hour and there is 
thing ready they may be very 
pleasant about it and give you 
little longer, but they hate to 


i 

do it, for they do not understand 
The score a black mark against 
you in their minds—and one day 
they even the score in some un- 
p lcasant way 


Immediate attempt 


So, from the very beginning, 
do what many successful copy- 
writers have learnt after years of 
bickering and unpleasantness 
When you are given a job to do, 
make an attempt on it immedi- 
ately, even if you feel that your 
first idea is very small beer in- 
deed. Get something down on 
paper and have it typed, and 
tuck it away in your drawer 
Then, and only then, settle down 
to produce a masterpiece 

“If the world-shaking idea 
doesn't come before the execu- 
tive starts clamouring, you pro- 
duce the original copy from your 
drawer. Very often, when you 
look at # again, you will be 


This advertisemer 
might seem rum 
but, as Copytas 
points out, it ha 
to be noticed an 
S00 other 


pages 

surprised to sce 0d it is, 
but, even if you f are not 
entirely satisfied can be 
pretty sure the itive will 
notice nothing wr And your 
world-shaking ide | always 
do for the next yn. 


“So never forge. this. Never 


forget that in the executives’ 
eyes, any punctu opywriter 
is a delight, but oa inspired 
copywriter who ceps them 


waiting is very expendable 
indeed. 


“This is impor also be- 
cause in advert agencies 
there is none at public 
school idea abx ing tales 
His duties bring executive 
into constant cor tion with 
his directors, and u are on 


his black list you 
be on theirs, too 


very soon 
vondering 


why your salary w 1ot raised 
at Christmas.” 
* * * 

SOMEBODY HAS een rather 
clever. 

Seen by itself advertise- 
ment about the saucepan is very 
rum indeed. But advertiser 
or his agency sent me the trade 


journal in which appeared—a 
mammoth weekly affair weighing 
something like five pounds, with 
298 (two hundred and ninety- 
eight) pages of advertising before 
the first editorial page and a 
further 207 (two hundred and 
seven) pages of advertising at the 
back 
In such a journal, impact is 
everything. No ordinary run- 
of-the-mill layout has a chance 
of catching more than a baby's 
handful of readers, and in this 
issue the Pyramid Saucepan 
advertisement had more impact 
than any other. It also hap- 
pens to be good clean fun—a 
delightful change from most 
trade paper advertisements 
The moral is that whenever 
you plan a campaign in trade 
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journals you——and everyone con 
cerned—should have the journals 
in front of you to know what you 
are up against. 

Looking at the issue in ques 
tion I had a horrid vision of one 
of my clients spending an hour 
or more in a frenzied (and 
furious) search for his advertise- 
ment and then challenging me to 
find it! 

Among 500 others even a full- 
page can do a vanishing trick 

* * * 

I FELL into hate at first sight of 
this Bentima Clock advertisement 
so downright silly did the idea of 
the headline seem As if any 
woman in her right mind would 
choose a clock merely to avoid 
the shame of showing dust to a 
guest's eyes ! 

But then, with clocks still in 
my mind, I opened another 
newspaper and saw this Smiths 
Clocks affair (see page 326) and 
I began to think again 


Present for bride 


There is nothing wrong with 
Smiths’ effort. The word “Wed- 
ding” is big enough and bold 
enough to catch the eye of any 
body who is worrying about what 
to give the bride, and the clock 
is quite clearly drawn — too 
clearly, you may say, if your 
opinion of its shape is the same 
as mine. 

But an advertisement can be 
impeccable and yet have 
nothing really good at all about 
it. The arrangement of the 
headline, and the words them- 
selves, make no impact on the 
eye or on the mind. 

The grey. lack-lustre sketch of 
Eros is dull and unexciting, and 
as for the copy, in such unneces- 
sarily small type, one feels that 
the layout man was so anxious 
to conceal it from prying eyes 


@ Continued on page 326 
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NORTHCLIFFE NEWSPAPERS GROUP LIMITE 


R. H. Penney, Advertisement Director 
163, Queen Victoria Street, London, E.C.4. Central 6000 
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BEN CONTRO 


LED 


CIRCULATION /! EANS 


Building Equipment © 
Operates on a strictly contro 
That is to say, it is mailed dir: 
Category of individuals in «! 
allied industries within the U 
@xercising functions of re 
production, planning and bu, 


Categories eligible under B.E 


BUILDING INDUSTRY 
Managing Directors. 
Senior Partners. 
Design and Developme: 
Designers. 

Master Builders. 
Chief Buyers. 


LOCAL GOVERNMENT 
Architects. 
Surveyors. 
Engineers. 
Planning Officers. 


ARCHITECTS 
Practising Architects. 


'S 
circulation. 
70 a selected 
wilding and 
d Kingdom, 
asibility in 


control aret 
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OVER 30,000 reavers 


AND EVERY ONE IN A POSITION TO BUY OR 
SPECIFY BUILDING PLANT AND MATERIALS 


* Building Equipment News ™ gives to you a direct sales approach. Its controlled circulation will take 
your message to over 30,000 men in the building and allied industries, all of whom are empowered to buy 
or specify. Circulation figures are proved to you monthly by affidavit and the Post Office receipt. 

In reporting factually the newest developments in plant, materials, equipment and their applications, 
the editorial attains the highest value, vital to meet present day demand by busy executives who require 
concise up-to-date information, giving only the essential facts. For those who want more details, the 
name and address of the manufacturers are supplied. 

All advertisements face text, giving them the best opportunity to be seen and acted upon. 

All editorials and advertisements are keyed and a reader service form ts provided as a quick time-saving 


means of obtaining further information. 


The proprietors’ great experience of technical and controlled circulation advertising have been combined 
to make “ Building Equipment News’, with its selective and pungent editorial-advertising coverage, 
the most potent selling medium the building industry has ever known 


A Journal worthy of your immediate attention—book space now and let the results prove themselves. 


The first issue of 

** Building Equipment News *’ 

was published on Monday, 9th May, 
consisting of 24 pages 

containing 52 advertisers, 

with a proved circulation 

of 32,698. 


Detailed circulation breakdowns 
on application. 


Published monthly by 
TOTHILL PRESS LIMITED, 
33, TOTHILL STREET, 
LONDON, S.W.| 


Tele phone Whitehall 9233 
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we like 


our share 


of cream 


The big ten-shot-in-six-colours 
creative jobs are the cream of direct mail and of 
course we like working on them. But CL isn’t an 
agency that thinks only in terms of fabulous campaigns. 
We devote just as much of our time and care to 
facsimile letters, list building, addressing and mailing 
—in fact our departments for handling these everyday 
jobs have been developed to give a specially good 
service. 


That’s a point to remember when you're 


planning your next mailing. 


CL 


CHADWICK-LATZ LIMITED 


Creators and Distributors of Direct Advertising 


In the past s0-odd years we've 
grown roots without going to 
seed. FACTS AND FIGURES will 
prove it. We'd like to send you 


@ copy. 


Alexander House * Shaftesbury Avenue * wco2 : Temple Bar 244: 


REVIEW OF ADVERTISING 
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continued 


In 

view the arrange 
ment of this head 
line, and the words 
themselves, make 
no impact upon 


the eve or mind 


Ber weddings ind preeewtations 
af every bead, Smith. Clerks are 
, am the mest etn cael acrept abhe 


Pn te dehy 


* Mh itn Selit ty Jowdliors everyubers 


SMITHS CLOCKS 


4 SeITR: oF ENGLAND PRODUCT 


1TMS ENGLITM CLOCKS LTO. SECTRIC HOUSE LONDON NWS 
Tie Coat 6 Wout Oreman af 5 Sema & Sone (Erprame) ut 


that he would 
leaf if he had ha 
I have a sympathy 
with him, for this iS a mor- 
bid example ind f some- 
body's first hasty ht:— 
For wedd presenta- 
tions of ever Smiths 
the most 
useful and a e of all 
gifts. Sold rs every- 
where 
Punctuation is 
to personal hink that 
the first comma clearly 
slipped its mooring d should 
be put after “ar stead of 
“kind But that etail; the 
word that neede g-leaf is 
acceptable 


ed a fig- 
handy 


clocks are as 


s subject 


4 
fads D 


Thought and | uble 

England has richest 
vocabulary in th rid, and 
with a little thoug i trouble 
one can find a w ) express 
the finest shade of ning, yet 
im a space so higt iced that 
every word costs t £20 to 
print the writer can 1 nothing 
more enthusiastic “accept- 
able 

Short of giving bride a 
rattlesnake, it is har think of 
any gift, however ble, that 
she would be unable to accept. 
Even a sundial, or egg-timer. 
would be just as “acceptable” as 
a Smiths’ clock, though it might 
be a lot less welcome 

Sold by jewellers everywhere 
is an advertising cliché of such 
age that one must respect its 
grey hairs, but how often does a 
copywriter pause to wonder what 
it means-—and whether he could 
find something younger and more 
urgent”? 

Compared with the flatness of the 
Smiths Clocks advertisement Ben 
tima’s seems far less silly than I 
first supposed The headline is 
far more legible and infinitely 
more likely to make people stand 
and stare. The sketch is simple 
and well-drawn, and it will attract 
many readers. but after that the 
whole advertisement has gone to 
pieces 

The name-block is not casy to 


read fast and accurately and the 
typography below is a nightmare. 
The copy is all wrong 
It is unreasonable to expect 
people to read the five-lipe 
sub-heading with its mixture of 
lettering and type-faces and then 
continue straight into the copy 
without a break, and in an adver- 
tisement addressed to women the 
message should be expressed 
much more simply. Not one 
woman in 100 will know what is 
meant by “put off-beat.” 
Incidentally, the copy strikes 
me as being almost a text-book 
example of how the omission of 
a comma can make a sentence 
seem to mean the opposite of its 
author's intentions 
Bentima Strike and Chime 
Clocks with Jewelled Escape- 
ment 
ure never put off-beat because 
they have no pendulum. No 
longer need housewives leave 
the dust for fear of stopping 
the clock. 


| Showeard humour 


socks for men 


This is one of a series of show- 
cards prepared for N. Corah (St 
Marearet) Ltd., by Saward, Baker 
& Co., Ltd. The use of humour 
ts persistent throughout the series 
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ADVERTISING consists, as any modern schoolboy knows, of telling people 
something at-one time in order to affect what they do shortly afterwards. 

If people see your advertisement and then forget about it, then it hasn’t 
done its job. Obvious? Of course—but true of a vful lot of advertising. 
So your advertisement has to get thought about. But first it has to get read. 
That fact — plus a million circulation—is why The Reader's Digest is one of 
the great advertising media of Britain. For The Reader’s Digest is written to 
be read, bought to be read, passed on to others to be read. The story you tell 


in The Reader’s Digest will not be ignored. It will get the attention it deserves. 


The Digest reaches several million influential men and women, well above 
the national average in income. Millions of readers receptive to your story; 
millions of heads, ready for your tale. 


NO WONDER THEY CALL IT 


The Reader’s Digest 


A MAGAZINE FOR READERS, WITH A GUARANTEED MILLION SALE 


CERTAINLY! Any second colour you want at only si“ GF COURSE! Both pages and half 
£25 extra per page—£15 extra for half a page. And sages eam Bleed: 40°/, more space 
full colour printing on The Reader's Digest heat-set at only 10% more cost. 

rotary press costs oniy 20°/, more than black and white. ; 
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Success 
Story 
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REPRINTED FROM THE DAILY SKETCH MAY 6 1955 


O-DAY the Daily Sketch is big news, for its sale in the month of April passed a million 

copies per day. This completes the first glowing chapter in Fleet-street’s latest success 
story. 

The old Daily Graphic was selling at the rate of 658,000 copies per day in December, 
1952, and the sale was falling. Under its new name with its aim a million, the Daily Sketch 
set out to deserve a million. In a matter of 28 months nearly 400,000 readers have changed 
to the Daily Sketch. The Audit Bureau of Circulations certificate for the month of April will 
show that the Daily Sketch sale for that month was over 1,007,000. 


De Gereweeis CURR ss wwe et st we 658,000 
DECEMBER, Sees fe ¢ « « 0 oe ee 792,000 
maeGmremems, FSS. we cw sw eh te ee 877,000 
HOW THE JANUARY, LD a a ee 884,000 
Pumumupeem ey, 89S « wt et te ee Ue we 925,000 

MARCH, 1955 
PAPER i ee ee ee 947,000 
ge er a 0 946,000 
HAS GROWN if ae a 969,000 
a ee eee ee) 974,000 


APRIL 1955... 1,007,000 


This outstanding result has been achieved—BECAUSE of the Daily Sketch’s fresh and vigorous 
approach to life ; BECAUSE the Daily Sketch prints every day more news and pictures than 
any other newspaper of its type; BECAUSE the Daily Sketch has adopted a fearless and 
independent political policy ; BECAUSE the Daily Sketch to-day is the vanguard of clean, 
active and courageous journalism; BECAUSE with an extra every day the Daily Sketch 
offers better value at 2d. than any other newspaper in the world. 
Now—to the future. The Daily Sketch marches on. 
Its next objective is 2,000,000, and this target will be D Al LY 


achieved, for there is always something extra and 


something NEW in the NEW Daily Sketch. SK ETCH : 


— | 
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Your market, Norway, is a country of protac 
shape. It takes days to travel from _ne ené 
of the country to the cther, a difficulty most 
advertisers must always consider. The various 
districts and sales centres are widely separated 
and habits of the public 
vary from district to district. 


and the interests 


Statistics show that 600 000 of the inhabitants 
live in the three biggest towns, 450 000 in the 
other towns and 2,3 millions throughout the 
rest of the country. 


An advertiser must therefore try to find media 
which effectively but also economically reach 
the various prospective clients; media which 


will hold the same interest all over the country. 


The way to the customers’ 
hearts is through these 
four «musts». 


NORSK UKEBLAD - 263.633* 
NORSK DAMEBLAD - 109.840° 
Vi MENN - 56.979° 

TEKNIKK FOR ALLE - 14.336% 
* Net sales in 1954. 


(itt 


iL 


ERNST af MORTENSENS FORL 
Ovre Voligt. 13, Oslo, Norway 


Sole representatives in the United eo 
ALBERT MILHADO & CO. Lt 


140, Cromwell Rood, - London $.W.7. - Tel. FREmantle 8592/3 


A new standardised ‘orm of exterior advertising has been introduced 


and made uniform 


the new corporation trolley and diesel vehicles 


in Wellington. 


Special tramcar displays 
for detergent launch 


HE launching ‘Surf” on 

the New Ze i market 
presented a _ spe oppor- 
tunity to the ivertising 
Officers of Leve os. (NZ) 
Ltd. 

A special tra display. 
arranged for th asion in 
Wellington, was d¢ 1 to create 
maximum impact d create 
comment. These ; . 26 feet 
long on each side of vehicles, 
had never been before. 
Quod crown posters the tram- 
way system reir ‘d= these 
broadsides 

On the corpora shicles in 
Wellington a new ndardised 
form of exterior a using has 
been introduced has been 
made uniform on the new 
trolley and diesel b A survey 
of the methods ir on most 
of the more importa ystems of 
the British ( ionwealth 
showed that the ma y painted 
the advertisements < tly on to 


the sides of the v les. This 


method, it was rea ! in New 
Zealand, had cert: ocal dis- 
advantages. 


New panels available 


Instead, two unilorm panels 
are now available on each side 
of the vehicles. The larger space, 
set lengthways in the centre of 
the body is six feet jong and one 
foot nine inches deep The 
smaller space, half the above size, 
is one foot nine inches across and 
three feet deep. This is placed 
horizontally at the side rear. 


The special tram- 
car display organ 
ised recently for 
the launchine of 
“Surf im New 


Zealatd 


NEW 
ZEALAND 


Placement in this way was 
planned to enable advertisers to 
use designs and make-ready pre 
pared for quod-crown posters 
with an extra six inches in depth 
for insertion of an extra line of 
wording if required 

Advertisements to fit these posi 
tions are mostly screened on io 
20 - gauge sheet = aluminiun 
Aluminium runners are riveted tu 
the body in correct position and 
the screened plates are slid into 
place. 

With this system all advertise 
ments are confined to a specific 
area and location and advertise 
ments can be placed without loss 
of running time. Furthermore. 
they are quite impervious to 
weather and always remain neat 
and attractive. Before completion 
the plates are sprayed with a clear 
lacquer and baked. The innova- 
tion has caused much favourable 
comment both from local adver- 
tusers and overseas visitors 

A similar space, likewise using 
baked enamel sheets, is provided 
on the fronts of the trolley buses 

Interior space for card adver 
tisements has been standardised 
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THE LINK BETWEEN FARMING & ENGINEERING | 


ROYAL SHOW NUMBER 
July Issue 


Press Date Ordinary Advertisements, June 6 


Published by 
TEMPLE PRESS LIMITED, BOWLING GREEN LANE, LONDON, E.C.1. TERMINUS 3636 
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HE importance of United 
= Kingdom exporters select- 
ing first-class agents and of en- 
suring that trade literature is 
in the local language and all 
weights and measures in the 
metric system are points 
stressed in the volume on Italy, 
the latest addition to the series 
of Overseas Economic Surveys 
published by HM Stationery 
Office for the Board of Trade. 

The author of the = survev 
(which has been priced at 4s.), 
E J Joint, HM Minister 
(Commercial) at Rome, says 
“Care is essential in selecting the 
best agent for the type of goods 
to be handled, to ensure that the 
maximum distribution and ser- 
vicing facilities are available 
throughout the market. This is 
all the more important for intro- 
ducing a new product and when 
a special effort has to be made 
to induce the Italian buyer to 
change his cusf{omary supplier 

“Agents often tend, especially 
in the case of consumer goods, 


A new and developing market 
for UK goods in Italy 


A new publication from the Board of Trade surveys the Italian economic scene 
and concludes that opportunities exist for a wide range of British goods. 


to neglect part of Italy where 
sales promotion is_ relatively 
difficult and to sacrifice possi- 
bilities of a larger turnover for 
the easier policy of limited sales 
at higher prices.” Of the need 
for attractive trade literature, he 
says it is usually advisable to 
have the- illustrations only 
printed in United Kingdom, the 
Italian text being added in Italy. 


Increased Italian output 


A new and developing market 
is coming along in Italy for a wide 
range of British goods because 
of increased Italian production, 
the steady rise in the standard 
of living and the large invest- 
ment of capital, especially in the 
south. 

Although the UK share of 
Italian imports is rather less than 
it was 20 years ago, it is pointed 
yut that the decrease from nine 
to eight per cent is more than 
offset by the fact that the pro- 
portion of finished goods ex- 
ported has risen from 25 per cent 
to 53 per cent. 


Yet there is plenty of room 
for progress. Business is be- 
ing lost to other countries even 
though our competitive posi- 
tion in those goods has proved 
satisfactory elsewhere. 

The market possibilities for a 
selection of UK products are 
analysed in the repx For ex- 
ample, it reveals tat Italian 
households are rapidly becoming 
more “mechanised, hus offer- 


ing a good market r electrical 
labour-saving devic In the 
dyes and colours fie'd, formerly 
a German and Sw preserve, 
UK quality stands high re- 


tion makes 
expansion 


pute, but keen compe 
price the key to 
of trade. 


Big Belgian show 


THe UNIVERSAI d Interna- 
tional Exhibition which is to be 
held in Brussels from April 15 to 
October 15, 1958. will be the 
largest ever held Europe and 
will occupy an area 430 acres 


May 12, 1955 


about 44 miles from the centre 
of the city in and around the Parc 
du Centenaire, the site of the pre- 
vious Brussels Exhibition in 1935 

The United Kingdom Govern- 
ment have accepted the Belgian 
invitation to install an official 
UK exhibit. As this official 
display will not be able to accom- 
modate separate exhibits by indi- 
vidual firms, the Board of Trade 
intends, provided that industry 
indicates the necessary support, 
to erect a special pavilion in 
which space will be let at cost 
price to UK firms who are 
anxious to take part. A rough 
preliminary estimate (at current 
prices) of the cost of space includ- 
ing a shell stand is £3 per square 
foot. 


Annual grocers’ 
convention 


THE ANNUAL convention and 
trade show of the US Wholesale 
Grocers’ Association opens at the 
Miami Beach Auditorium on 
Sunday and ends Tuesday 

This trade fair affords an 
opportunity to exhibitors to show 
their products to the operating 
heads of wholesale grocery firms 
who attend the convention, as the 
delegates attending pass through 
the exhibition area. In addition 
to all types of food products the 
displays will include all kinds of 
equipment needed by wholesale 
grocers, such as business 
machines and refrigeration plant 


"COPENHAGEN 


SEPT. 29 - OCT. 16 
1955 


POLITIKEN 


welcomes you to the British Trade Fair. 


POLITIKEN 


the most widely read paper in Denmark is 
already giving news of the Fair in its columns 


and thus our readers, who number nearly half 
a million, are becoming increasingly awar- of 
this most important event in the annals of 


trade between our two countries. 


POLITIKEN 


carries more displayed advertising than any 
other newspaper in Denmark. 


+ + 


Goods made in Britain 
Exhibited at the British Trade Fair 
Advertised in Politiken 


Will sell in Denmark 


Sole representatives for Great Britain 
Frank L. Crane, 69, Fleet Street, London, E.C.4. 
‘Phone Central 2811/2 
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Tour car @ Reotes Group Preduct 


and more than 
150,000 copies of 
the © Motorist’s Manual” have been sold—nett sale. 
The largest circulation of any publication devoted entirely 


to cars in Britain. 


Motor dealers all over the country, advised by the leading motor manufacturers of the book's 
usefulness, will be including it with the new and second-hand cars that they sell during 1956 


This is how the ** MOTORIST’S MANUAL ” is to be distributed * officially ’ to Britain’s motorists 


at the vital moment when thev are receptive to advice about fuels, oils, tyres. accessories and all 
the other produc ts which go with cars 
The Manual, with a Foreword by the Rt. Hon. Lord de L’Isle and Dudley, V.C 


, contains a vast 
amount of practical inform 


an excellent section of newly- 
and, at last, a serious attempt to do for Britain what the Guide 


ation on servicing, the motoring law, and 
designed maps and town plans 


Michelin does for France 


THE MOST ECONOMIC ADVERTISING RATE PER PAGE OF ANY MAJOR 
PUBLICATION ENTIRELY DEVOTED TO MOTORING— 16s. PER THOUSAND. 


For formation and specimens just ring or write to Harry T. Kane—advertising director 
Rowse, Muir Publications 3 Percy Street W1] MUSeum 8252 
J proprietors of: Auto Course Ltd So 


You’re Engaged London Choice Ltd 
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How to make a typographical impact 


with facias and trade marks 


N the decade before the first 
world war, there was 4 
growing feeling that the design 
of lettering was becoming too 
much of a riot and that some- 
thing must be done to bring it 
back to order and sanity. The 
chaos was general and was by 
no means confined to printers. 
By acting as a kind of emetic, 
Art Nouveau lettering helped 
to stimulate the revolt against 
the chaos that the drawing 
board draughtsman had let 
loose upon us 
The onl bring the 
sign of lettering back to sanity 
establish some kind of 
ind accepted norm A 
not the same thing as a 
ndard; it is a yardstick to be 
red to, not a finished design 
it 18 a Starting point 
1 point of arrival 


way to 
ck 


wa to 


( »pied 


than 


By 


CHRISTIAN BARMAN, 


publicity officer, British Transport Commission. 


This article has been based upon an address given to the Royal 
Society of Arts on the occasion of the Smith Memorial Lecture. 


But when the new alphabet 
which was to restore order and 
sanity did in fact arrive it 
turned out to be a standard 
after all. Under the dead hand 
of the Trajan alphabet, re- 
corded and measured and 
dimensioned as accurately as 
a British Standards Institution 
standard for drainpipes or 
engineering components, the 
art of public lettering withered 
away like overblown garden 
flowers in the first autumn 
frost. 

The one good thing about the 
monopoly of the Trajan lettering 
is that it did not last very long of the Leicester School of Art 
The man who broke _ that He had aimed, he said, at letters 
monopoly was Frank Pick, at that that would have the bold sim 
time the commercial manager of _plicity of the authentic lettering 
the Underground group of com- of the finest periods and yet 


panies which controlled most of 
London’s underground railways 
and the London General Omnibus 
Company. About the year 1912 
Pick had come under the in- 
fluence of a smal! group of 
people who were trying to reform 
English typography and printing 
design and, being very unhappy 
about the signposting at under- 
ground stations, he decided to see 
if he could apply their ideas and 
their methods to the public let 
tering for which he was respon- 
sible 

In November, 1916, he spoke 
about his ideas to the students 


We'd have 


been lost 


colthout 
him! 


Many a conference, 

meeting to plan 

a piece of printing work 

has been thankful that 

Spicers Paper Consultant 

was there. But often it is 

not till the finished job arrives, 
that they realize just how much 
they owe to his guidance. 


speak to 


Telephone: CENTRAL 4211 


19 New Bridge Street - London EC4 


belong unmistakably to the times 
in which we lived. He described 
what other people were doing to 
restore the purity of letter forms, 
and he had a word of praise for 
the classical lettering that Eric 
Gill had done for some of the 
bookshops of W. H. Smith & 
Son 


Desigys for stone 


But though he thought highly 
of this lettering he did not fee 
that it was suitable for the pur 
pose to which it was put. Gill 
who was a stone mason, was 
using the letters of the monu 
mental masons of ancient Rome, 
letters designed as incised letters 
cut in a slab of stone ; they were 
meant to be read with the bright 
Italian sunlight caught in the 
sharp groove of the strokes, set 
against a dark line of shadow 
In the Smith's shop fronts these 

@ Continued on page 336 
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TYPOGRAPHICAL IMPACT —continued 


letters had been written out in When John Dreyfus wrote 
paint on a flat surface and it was about Pick’s Johnston type in an 
impossible that such an adapta- article published in 1947, he said: 
tion should be altogether satis- 
factory 
Pick went on to explain to his 
audience his own approach to the 
problem. He had started from 
the station name sign meant to 
be read quickly and easily by 
passengers § sitting 1 a train. 
Each letter in the alphabet must 
be a strong and unmistakable 
symbol with a high degree of 
individuality ; its structure must 
be clear and oper since the 
lighting on the station platform 
was likely to be less bright than 
the lighting in the train it must 
have the greatest possible carry- 
ing power. It must be straight- 
forward and mar with the tribution to the art on a truly 
character of an oficial railway majestic scale.” 
sign that was not to be mistaken The adoption of Johnston's 
by people in a hurry for a lettering by the underground did 
trader's advertisement something else besides establish- 
For railway stations ing a norm: it made the educated 
Th - public lettering-conscious Per 
e 


sanserif let which he haps for the first time in our 
decided to use, be ged to the 


variety that was normally used 
for station signs by st railways 
in this country B t was not 
the only kind of ra:\way letter- 
ing: a very differ kind, for 
example, was used nany loco- 
motives 

I am pretty certain that it was 
Harold Curwen, the printer, who 
encouraged Pick 1 t his faith 
in the sanserif alphabet. But if Continuity with past 
Pick’s typographer ends, and 
mainly, I think irwen and The architects of 50 years ago 
Gerard Mevnell. produced the made the mistake of thinking that 
ideas, the intellect stimulation, you could leapfrog over your 
it was Pick who supplied the immediate ancestors and pick up 
drive and the ene that made an older tradition. The truth ts 
those ideas bear fruit. He was a that continuity with the past can 
man of extraord y courage, Only be established by linking up 
and on this occa he showed with the latest living tradition, 
his courage by commissioning and the latest living tradition in 
Edward Johnstor the calli- this country is that of the reign 
grapher. to design his alphabet of Queen Victofia We have 
for him @ Continued on page 338 


“Pick’s thoroughness in 
carrying out this programme 
gave Meynell’s suggestion and 
Johnston’s execution the rank 
of a typographical event of un- 
precedented success and signifi- 
cance. The Johnston Under- 
ground sanserif was the greatest 
single practical contribution 
that has been made to good 
printing in the last 30 years. 
But this was not all. Its stan- 
dardisation on the underground 
conferred upon it, as lettering, a 
sanction civic and commercial. 
such as had not been accorded 
to an alphabet since the time 
of Charlemagne. It was a con- 


architectural history, it caused 
lettering to be regarded as a sig 
nificant vehicle of living creative 
design. And in the hands of the 
contemporary designer lettering 
has now assumed a special im 
portance as by the way of its 
connection with the past, and 
especially with his own, national 
English past 
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Colourful airline display 


1955 figures 

compiled in accord- 

ance with the ABC formula 
—but subject to audit. 


This three-panel display unit has been designed by W. R. Szomanski 
B ! R M I N G H A M for Alitalia, the Italian airline company. The panels are fitted with | 
detachable metai legs and 13 colours were used in the silk screening 
Contractors were C. & G. Display Ltd 
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WB In the specially designed exhibition halls—the finest 
“shop window” on the South Coast—you have a unique 
opportunity to reach both the trade and the public at 
one exhibition. 


Have you arranged 
to present your 
- products at the 


This International Fair has been inspired by the tremendous 
success of similar exhibitions on the Continent. It is 

being organised with imagination and will run with smooth 
efficiency. 


In a prominent position on the main London Road, the 
exhibition pavilions will be visited by thousands of 
interested buyers and consumers every day. Ample 
parking facilities and local transport services have been 
arranged and the travelling requirements of visitors from 
neighbouring resorts are also being catered for. 


In addition to the constant stream of “ ultimate consumers” 
whom you will be able to meet, perhaps for the first 
time, in a gay, continental atmosphere, there will be special 


sessions reserved for trade buyers only. 
17 September —1 October 


Business will be brisk. 


Applications for space and all enquiries should be 
addressed to : 


REGIONAL EXHIBITIONS LTD., SALFORDS, SURREY TEL: HORLEY 64 or THE DIRECTOR OF PUBLICITY, BRIGHTON CORPORATION, YORK BUILDINGS, BRIGHTOM 


aml 
— | 
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TYPOGRAPHICAL IMPACT ~ continued 


gone back to Victorian lettering achieves exclusiveness but has 


or" with a new understanding. And retained all the virtues of 
. —"s as we look at it again with this sanity and normality. 
oO” 


new knowledge and understand- 
ing we find that we are able to 
test it and sift it, and pick out 
the good from the bad 

The biggest single |cap forward 


Other interesting devices of this 
kind are those of Richard Shops 
(designed by Ashley Havinden), 
Kardomah (designed by Milner 
Gray), Sainsbury, which is based 
in this process of sorting and oy 4 modern German printers’ 
selection was taken by the toe called Albertus, and the 
organisers of the Festival of  fpritish Overseas Airways Cor 
Britain three years ago when they poration, which uses a typical 
appointed Gordon Cullen adviser) Victorian letter of the pleasanter 
for all external public lettering jing 


on the South Bank. Mr. Cullen 
with his typographical panel But there are certain kinds of 
assembled some of best Vic- ™ultiple shops in which a very 
torian examples ir ir official Steat quantity of lettering is 
pattern book. For the first time, needed, a quantity element as 
She Guest Victorian serife and great as on a railway like the un 
Egyptians were brought together derground. In that kind of shop 
in an official publication the management may well feel 
that uniformity of all lettering is 
Normal and extreme more important to them than the 
. aa possession of an exclusive fascia 
As you look rou he streets board symbol. Perhaps one of 
rae A y = gine est rth the most familiar symbols of this 
ing arounc OL a ; . ‘ 

ee two extremes a oe kind was the old — of the 
ot daiien dak cachsiehndin. Lyons teashops, with its faint 

ne ndet eatialive \cteting is odour of Art Nouveau 
that which comes nearest to being When Lyons replaced this 
a trade mark that unmistakably name board with one based on 
projects the identity of its owner Eric Gill's well-known Per- 
It is not a coincidence that this petua Bold capitals they threw 
if you have never highly particularised trade mark away what must have seemed 
: a : type of lettering sh i be most to them a very useful asset. But 
seen the Rotaprint ee sect: ; widely used by businesses with by making this sacrifice they 
in action you cannot _ = ove i A gg ene Me need 
Y Take, for example. the name “abe of a iy — 
i. te} sign used by the Dolcis shoe alpha on a e lettering 
know how versatile it is. In = ll kin ‘enest to aie teen aaed in every gust of the shen. 
quick succession, the Rotaprint fine is the quality that Reynolds One of the oldest examples of 
. : Stone, the designer 1S put into this standardisation is that which 
will print stationery of all kinds, this lettering you have only to Percy Smith produced for Heal 
- Golders. booklets: reports, man: think of other equally familiar & Son in many different applica- 

’ , ‘ 


trade marks using scripts, like tions. One of the latest is the 
Boots the Chemists comprehensive design programme 


ls, car ickets, illustr : 
uals, cards, tickets, illustrated It makes a first-class trade mark undertaken for Courage. the 


; catalogues—The Lot ! for two reasons brewers, by Milner Gray. In 
7 % Entirely British in @ Because there is nothing their public houses you will find 
Z The quality, too, is superb. design, materials a like it anywhere else the same fine lettering that ap- 
F- ; | ond workmanship. in this country pears on the outside and inside 
Why not send for details by | @ Because it is not founded of the building carried through 
On some passing fashion; it to every kind of equipment 
posting this coupon? itinvolves | 4 The only machines 
with the patented 

: not the slightest obligation. | Retefeunt damping : 
he Our technical representative | ae Travel display for Ireland 
i cr g—no a 


will call only at your invitation. lag. 


visit cur Stard No 


"3 You are} invited, to an. == es fly to IRELAND 
cs 4 Sees ms tone Soap meson Soin 


| 114 at the Business , 
| Efficiency Exhibition ; 


Olympia, 6th - 16th 


| June. 
Rotaprint Fiouse, Honeypot Lane, London, N.W.9 
. Telephone : COLindale 8822 ( !2 lines ) 
ES ee nS a an a —— 
ENQUIRY FORM 
Please send, without obligation, printed specimens and full details 
of Rotaprint. 
NAME am —— —_ 
—fly AER LINGUS 
DEPARTMENT —_——__—__ Lé teres « 
Pin this Enquiry Form to your letterheading and post to 
one Of severdi new ish avel displays d igned ¢ d produced 
ROTAPRINT LTD . HONEYPOT LANE. LONDON N.W9 angle deg Praline wig poedy smb on a pang. oneag Stee 
--—-—--— - --— —- - -- ------- - - es - e e services. The Tara brooch is used as a background 
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. are invited to witness the marriage of 
two great trade journals on July 8th. 
On that day the monthly Laundry Record 
and its companion publication, the weekly 
Laundry Journal, begin a new life together as 
LAUNDRY RECORD & JOURNAL—a 
fortnightly with two teams of specialized writers, 
but with only one policy — to produce the 
brightest and most authoritative publication 
serving the laundry, dyeing and cleaning trades. 
Throughout its 65 years of publication, 
Laundry Record has been the recognized 
authority on technical and scientific matters 
relating to the industry. Its monthly digest of 
information and comment has always had a 
special appeal to management and the technician. 
The Laundry Journal brings to the marriage a 
weekly news service unequalled in the trade. 
Since 1885 it has held up the mirror to the laundry and allied industries, 
providing exactly the right perspective on happenings of major and 
minor importance. 


Ans J 


By combining the editorial resources of two magazines which have « 
been leaders in their respective spheres for more than half a century, 
readers of LAUNDRY RECORD & JOURNAL will enjoy the best of 
both worlds . . . a more specialized news and information service, ad 
up-to-the-minute articles on new scientific and technical developments, e 
informed comments on every aspect of industrial relations, reports on a . 

; a e DRURY HOUSE, RUSSELL STREET 
overseas trends, notes on the industry's financial background. 


Published Fortnightly by 
HEYWOOD & COMPANY LTD. 


; , LONDON, W.C.2. 
All this and much more will be offered in the 


oo Tel; TEMple Bar 3422 (22 li 
LAUNDRY RECORD & JOURNAL, out on July 8th, and produced . - 
on alternate weeks when this trade has no other publication. ° 
LAUNDRY RECORD & JOURNAL will be edited by v 


J. Riley, B.Sc., with R. G. Ashpole as news editor. e 
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Trade and Technical Press 
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View point 


Always state the price— 


even to the retailer 


By SCRUTINEER 


HE tendency of supplier 

to give only the price t 
the public in advertisements 
for their products in_ trade 
journals has been _ severely 
criticised by a 
columnist writing in one of the 
journals concerned 

“I wonder how many 
of this journal, like myse do 
NOT write for samples of ds 
advertised because no indication 
of the cost price has been giv 
and they fear that they will 
wasting | r ume in sending 
goods which may prove to 
no intere to them?” asked 
Rem Outfitter. 

I} provocative retailer 
whe ¥$ are not necessari!) 
ha 1 by the editor.” put th 

t “Looking thr 
[ which I sub 
find that the majority of 


than 


retaiic! 


ipers to 
I no price othe! 
ce the goods 
interested in being 
price, which I re 


I wn p ga 
the line that inter- 

my selling price by a 
savours Of impertinence 


Reduced sales value 


“However, when scanning trade 
advertisements in a journal which 
has a circulation almost exclu- 
sively within the trade, and is 
rarely, if ever, perused by the 
public at large, I Do expect to 
see prices at which I may buy the 
goods offered 

He went on to say 
called, many 


that he re 
years ago, a sales 
manager who was outstandingly 
successful, telling him never to 
advertise goods without quoting 
the price 

The sales manager “maintained 
that an unpriced advertisement 
carried less than half the sales 
value of a price one—and | 
believe he was right,” said “Ad 
Rem.” 

Judging from 
readers’ letters 
appeared of 
many trade 
seems to be 


articles and 
which have 
recent months in 
papers, the trouble 
that suppliers and 
retailers in several sections have 
very different ideas about the 
margin of profit the shopkeeper 
should command. 

In several cases fixed elling 
prices have been revised after 
representations to the suppliers 
from retail trade associations 

So much for manufacturers 
who fix the prices at which 
retailers shall sell their goods 


What of those makers who, in 

iddition to selling to shopkeepers 

n the normal way, open their 

wn retail outlets ? Another 

nen’s trade paper has had some 
thing to say on this score 

Referring to the opening of an 

“Aertex” shop in Torquay by 

Cellular Clothing Co., Ltd., 

s Wear said it occasioned no 

rise that the development had 

ed to complaints from the area 


Building local demand 


Many retailers in the district 
have promoted Aertex products 
over the years and by so doing 
have built a local demand, much 
of which they now fear will be 

cted to the manufacturers 

shop,” said a leading article 
journal. “The manufac 
c reply to this criticism is 
t their shop, though carrying 
rger and wider ranges of the 
and, is set up primarily to 
supply articles that the retailers 
normally would not carry 

‘The Torquay shop is the 
twelfth opened over the years by 
the Cellular Clothing Co., and it 
s their claim that where these 


n the 
turers 


Publisher and ¢ 
for of “Oui 
Freezing,’ T. Ra 
mond, visits 
Stand at the rece 
4merican 


food exhibition 


frozen 


shops operate demar iS risen 
and that loca st have 
gained, rather than by the 
move 
“That may be so 
average retailer docs : 
to be won over by this argu- 
ment. His interpretation of any 
such moves is that the manu- 
facturers are edging into the 
retail field. 
“Certainly, there | 
tor shops run by 
whose products 


throughout 


but the 
t seem 


velcome 

icturers 

moted 

Letailers 

are entitled to ask s s who 

nm this way t e thew 

future policy, and t itter 1s 

one which should sed bv 
the retail trade org: ns.” 

* * 


the trad 


operate 


ADVERTISING 
way 


MEN are in 
nvolved affairs 


yidiy expa guick 


= 


Radio stand features gold ball 


HIS is a@ sketch of the 
Manchester Radio Show (ends 


of Rapier Designs Ltd., the stand 
of visitor, and, in addition to a range of 


/ 


an item which amused the crowds 
This is the Mullard gold ball 


in London 


electronically when an attempt is 


is helping to drive home the 


Mullard valves 


design 
May 14) 


is intended to 


made to catch it 
of photographs of radio dealers, each acc 


Mie sSSARE 


for the Mullard stand at the 


Designed by Eric Sharveil 
ippeal to all types 
Mullard products, to feature 
National Radio Show 
which is made to disappear 
Large mumber 
ynpanied by a testimonial 

good 


and tubes 


last years 


dealers recommend 


that 


May 12, 1955 


frozen food industry in this 
country will find a lot to interest 
them in the long account in Quick 
Freezine of the convention and 
exhibition organised in the United 
States DY tnat c nirvys two 
quick-frozen food tr 

tions—the National 

Frozen Food 

Association, an 

Association ol 

Packers 


Publisher very impressed 


[he publisher and editor of 
Quick Freezing, Theodore Ray 
mond (he is also publisher and 
editor of Modern Refrigeration), 
went over for the show and came 
back very impressed: “This con 
vention and exhibition,” he has 
written in the current issue, 
“made a tremendous impact on 
all who attended.” 

When touring the exhibition, 
Mr. Raymond visited the stand of 
the Ocoma Company, processors 
of poultry, and was photographed 
as above The company’s 
slogan “The best-dressed chicken 
in town,” he tells me, was justified 
in more senses than one 


* * * 


THe proptem of the multi 
plicity of pharmaceutical pre 
parations 1s worrying retail 
pharmacists as well as manufac 
turers, according to Pharmaceu 
tical Journal, which 
declared 

“If. as the Review of Produ 
tivity states, it prevents the manu 
facturer from using modern 
production methods, it involve 
retail pharmacists in buying sma 
stocks of a variety of articles 
many of them differing only in 
name 

“In spite of the recognised dis 
advantages to manufacturers o 
this increasing variety and range, 
the introduction of a new product 
has become an event of almost 
weekly occurrence with many 
The Review is concerned mainly 
with ethical preparations, and it 
is notable that ers have 
ventured to make a definitioa of 

@ Continued on page 342 
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| TRADE AND TECHNICAL PRESS continued 


| 
| 


ethical as applied to pharmaceu tion to extend the established 


tical preparations. It advances boundaries. At first, it might 
the suggestion that ethical pre- mean losing a few customers who 
parations are those that bear a are outside his range, but trade 


brand name and are advertised with those in the selected cate- 


only to the medical profession gory should increase consider 
“No mention is made of the ably. By this policy, the indi- 
pharmaceutical or nursing pro- vidual retailer can compete with 


fessions, yet advertisements for the larger shops and stores, who, 
many ethical preparations are to in fact, practise this very policy. 
be found in nursing journals, and, Many small traders remain smal! 
of course, we expect to find only because they overstretch 


advertisements for them in the themselves. They bccome first- 
pharmaceutical press. The classi class dabblers instead of first 
fication . . . may well have been class specialists.” 
aimed at giving the public a * * * 
broad picture of the problem, A SCHEME by which a firm of 
rather than at coining definitions soap manufacturers are presenting 
for domestic use within the pro- vouchers for four packets of soap 
fession The restrictions rightly powder to all custor who pur- 
placed by Parliament on the chase a washing m ne, while 
advertising and sale of medicine “free from the sort of bribery 
to the public means im practice represented by the more conven- 
that most newly discovered drugs tional types of ‘gift’ schemes,” 
El | may be advertised only to the js still, in the opin of Iron- 
ectro ux | professions concerned. monger, not a development that 
ought to be encourssed 
LAUNDRY | NE of the main articles in The idea is th customers 
EQUIPMENT the current issue of the should use the free samples of 
| “Baker” is headed : “How will — ety mags in t Recap 
, ’ . : commercial TY affect the machines in the hope that they 
to tell Britain’s leading trade?” It points out that may be persuaded the results 
food manufacturers of its _ twhen the services begin, “the to buy the powder io future 
many unusual advantages | pmost potent advertising Impact on sales 
| ¢medium yet known to man will ———_—— 
FOOD MANUFACTURE | ¢be put into operation.” The “Is that legitimate advertising?” 
example of an American asked the journal. “Its impact on 
Stratford House | »bread-making firm is quoted at sales of soap powder will prob- 
9 Eden Street, London, N.VW.! length. ably be slight so ng as the 
practice is confined t le Manu- 


SPECIALISATION MAY not be the facturer, but the known habits 
FOOD MANUFACTURE is one of the | @0swer where the chemist is con- 49d outlook of the p powder 
LEONARD HILL TECHNICAL GROUP | cerned, but it is in the case of the industry suggest that 1/ the scheme 


draper, in the view of the Proves a success every manufac- 
Drapers’ Record This journal turer of branded )-powders 
stated recently that many indi- Wi!!! follow it, with t usual un- 
vidual retailers were making the appy results for tail traders. 
error of trying to cater for too As we have point out before, 
wide a market. opposition to gift schemes is a 


A customer asks for something ™atter of principle as well as of 
a retailer does not stock. A sale ¢xpediency. 


is lost. To avoid a repetition the * * * 
: , “pe sdiately plac THE INTRODUCTION of 
YHE specialised monthly shopkeeper immediately places a INTR¢ 110 a range 
ad ane of | small order. of 101 individual colours, identi 
civil ineeri “in which The retailer believes that he is fied by numbers, has been wel- 
wry taking steps to avoid losing busi comed by Painting and Decorat- 
earth-moving and earth- . of he te ne. which comment “Tee o 
ing equip at, de ness, but, said the journal, he is ing, which comment Its com- 
eilenil in fact, reducing his rate of stock- pilation represents a real service 
—open-cast coal and ' he a ah i Alone 
ven ove, beydro-cleatric turn, and building for himself the to the trade at a time when it is 
7 | reputation of a dabbler becoming apparent that if the 
developments, land re- ancient craft of decoration is to 
clamation, harbours and | Better or cheaper he a oo 
ave a future it must offer some- 
docks, coast defence works, Much the snane auplics . thing more than the application 
river widening, canal con- Much the same applies to price ater af onae 1 es 
os at range, it-was pointed out. The o order of specified materials, 
e retailer is asked for something a and, of all the factors which 
MUCK SHIFTER little better, or a little cheaper, make up that something more, 
and Public Works Digest than he has in stock. so he the ability to use colour well is 
is another publication of the decides to widen his price range; Very much the most important. 
only to find that his investment “Presumably the manufacturers 
LEON ADR ht in stock is out of proportion te who use this range (and its excel- 
. - the return. lence suggests that most of them 
TECHNIC O What should he do? The Will do so) will retain the number 
CORROSION TECHNOLOGY Drapers’ Record advised of each colour as a means of 
MANUFACTURING CERMIST “He should decide upon the identification. It is more than 
rvipees >} > rr ] 
ain type of merchandise, and the likely that each frm will also 
WORLD CRore—atomice upper and lower price limits, attach its own names to the 
FOOD MaNUPACTURS tor which his business is most colours, and so make the best of 
Port! 
onan ee suited to cater He should aed worlds. 
wUCK smrTEs not go outside the set limits Attempts at  standardising 
wy The fewer types of merchan- colour names have generally 
——~ 5 flen dise and se suaailor Log price broken down because there is a 
. range decided upon, the better certain commercial value in an 
All published o Thus, he will be able to carry attractive name, and the value is 
Stratford Howse 


a comprehensive range of increased if it is also exclusive 
goods in which he intends to That is why many names are 
specialise. often used to describe one 
“He should resist the tempta- colour.” 
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Cox’s Machinery Ltd 
PLANT MANUFACTURER 


*Paint, Oil & Colour Journa; 


Advertising rates from the 
Paint, Oi] & Colour Journ 
83-86 Farringdon Stre 
London, E.C 4. City 4785 


Member of 
the Audit 
Bureau of 
Circulations 


SILK SCREEN ARTS L? 


97 SHIRLEY ROAD. CROYDON 
AOOI+;rmSsCcOmBE 3147-8 


MIGMEST GRADE SPEEDY SERVICE 
CLEAN © SHANP \ EXPRESS & 
CRAS TS MANSHIP DELIVERY 


MUL-TYPO 


PRINTING COMPANY LIMITED 


(Incorporating the Postal Advertising 
Company) 


Facsimile and General Printers 
Vari-typing Specialists 
Ribbon * Lithography * Letterpress 
143 WEW BOND STREET - LONDON W.1 
MAYFAIR 1828 


| ee Le 
conipaiitiiiaiiassineemarmniinammmaase oe 

g | — 

CO’ 

: USE... , 

a 

as es 

ai 

ait’ 

—_ 

ia 

en MUCk | 

a ... SHIFTER b NOWCARDS 4 

ae Pench TCR A ostenst™ 

‘oe 10 ANY 

3 Fe 
Pe 
— 


May 12, 1955 


343 


Technical Print Review 


‘Quick diagnosis’ style 


commands attention 


HINGS are looking up. 

Definitely the technical 
printing received of late is 
brighter than usual. 

An excellent § little folder 
arrived from Brook Motors Ltd., 
Huddersfield. Instead of the 
usual wearisome descript on of 
how to look after motors, it takes 


the form of a “Quick diagnosi 
of ailments which an electric 
motor can develop Set very 


clearly in table form are “Symp- 
toms you can see,” “Symptoms 
you can hear,” and “Symptoms 
you can fee with an amusing 
drawing of a doctor in each. 
[here is also a section giving a 
se It is very cleanly 
printed in black and blue, and 
varnishing has given the folder a 
Si ck look 

Set in bold sans, it is easy to 
read. There is only one minor 
criticism, and that is that the 
register is not very good on the 
cover wording 


Black on yellow 


Another very clean job came 
from Agaphone (“The perfect 
ating machine”) This uses 
what ts said to be the most strik- 
ng of combinations 
black on yellow. Using bold 
5 
t 


colour 


¢ 
ans, and Times for the body 
type, the brochure gives the im- 
pression of efficiency. Blocks are 
neatly cut and bled, and the lay 

t is contemporary without be- 
ng contusing. The name-plate is, 
nowever, a bit feeble Not very 
well lettered, it might just as well 


By ROGER DARCY 


have been set in Trafton Script, 
which it copies rather badly 

Another striking use of black 
on yellow can be seen in the 
latest type-specimen book from 
the old-established type foundry, 
Stephenson Blake The yellow 
of the cover is a darker shade 
than that of the pamphlet just 
mentioned, but the firm’s own 
Caslon Old Face Italic stands out 
extremely well in black on it 

It says much for this remark- 
able type-face that it can be 
used in competition with the 
best of modern designs. 

The foreword to this booklet 
is set in Caslon Old Face, but the 
printer is able to see the other 
products of the foundry on suc 
ceeding pages If he likes a 
particular specimen he can send 
tor a whole booklet on it 

The latest technical leafict 
from Armstrong Whitworth 
(Metal Industries), Ltd., exhibits 
some interesting features It 
deals with Beier “Infinitely var 


able gears,” and attention 1s 
sharply drawn to this aspect of 
the gears by very black sans 


italic lettering across the quite 
striking name “Beier.” 

It s difficult to know why 
lettering was chosen when there 
are a number of very bold type 
faces which would have done the 
job just as well, but certainly it 
stands out on the blue cover, and 
s repeated inside with the same 
success. Inside, the designer had 
the tough job of mixing a very 
complicated line drawing with 
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Imperial 66 


Front cover of one of the publications recently issued hy Imperial 


Typewriter Co., Lid 
heen welii pre nduced 


the most sparkling.’ 


All of them, in Roeer Dare 

although “the 

Display faces are usually 
quality grot. 


vs opinion have 


se printed letterpress seem to be 


Perpetua and a good 
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THE MERCHANT SHIPPER 


The Journal for Export Management 


The monthly journal which keeps the Export Manager up to 
date with all the latest changes in Export Procedure. 


Regular monthly articles on Export, Finance, Law, Insurance, 
Export Packing, Sea and Air Transport. 


lf your product or service is of use to the Export Manager 
then use the advertising columns of The Merchant Shipper. 


Send for 


specimen copy and rote cord to: 


The Merchant Shipper, 2628 Billiter St., London, E.C.2 
Telephone No. Royal $322 
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Front cover of the first complete 

alphabetical catalogue of P 

records to be 

Gramophone Records Di 

of Philips Electrical Co., Ltd. In 

Roger Darcy's view it has been 
attractively produced 


ne 
ps 


issued by the 


text and half-tones, but he has 
done this wel li, by rey roduc 

the diagram in blue as well as 
black e half-tones bleed right 
and if set are small blue panels 
wer-printed black giving § the 


name of each item 
The Gramophone Records 
Division of Philips Electrical Ltd 
have published the first complete 
iphabetical catalogue of Philips 
34 (“Minigroove”).and 78 rpm 
ecords It is attractively pro- 
iced, running to 90 pages, and 
reproduced above for your 
“Alf stior 


Leaflets and brochures 


The Imperial Typewriter Co., | 


Lid. has put out a series of 


printed leaflets and brochures, 


and all of them are attractive 


Quite often the same theme is | 


repeated, although the pieces are 
directed to different markets. A 
hand reaching for a 


your reach”—meaning that there 
is an Imperial agent in the tele- 
phone directory. Display faces 
are usually Perpetua (the name 
“Imperial” is set in this) and a 
good quality grot. 

All are quite colourful but 
those prigted letterpress seem to 


be the most sparkling One | 
printed offset litho does not get 


such a clean outline to the illus- 
trations of the typewriters, which 
after all are the most important 
objects of this publicity series. 
Another firm producing a series 
of leaflets and brochures is the 
Shannon Ltd., makers of filing 
systems. One, entitled “Con- 
cerning pins,” has a very strik- 
ing cover, printed red, grey and 
blue. The motif is continued 
inside with good use of the 
Bodoni family, and various grots. 
Two others are also very bright 
One with a frog “gimmick” on 
the cover is very colourful, but 
it is not a good idea to set a lot 
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Reaches an in- 
fluential section 
of professional 
people who sub- 
scribe to the only 
legal weekly 
for practising 
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The Journal of The 
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The Official Organ of th 
Association of Education Co ittees 


Published Every Friday 
Read by Members and 
Officials of Local Educa- 
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Governors and Managers, 
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AND SALE OF MILK 
AND MILK PRODUCTS 
The Most Influential 

Journal in British Dairying 
The Milk Industry, 

37, Queen's Gate, London, S.W.7 
Western 9816 


24 YEARS 
OF PUBLICATION 


vase TRADE oe 4To.. 
SAmnce STAOTT (ORDOn w 4.8. 


_ LUBRICATI 


THE ONLY Independent journa; 
devoted to LUBRICATION 7 
. 
Read by Works Engineers, 
Machine Designers, Oil 
Company Executives, etc., © 
ALL OVER THE WORLD ' 


—— be 
SCIENTIFIC PUBLICATIONS | 
3 Clifford Street, London, W.! 

Telephone: REGent 7996 * 


THE SANITARIAN 


Official Journal of the 
Sanitary Inspectors’ Association 
THE SPECIALIST JOURNAL 
ON ALL ASPECTS 
OF HYGIENE AND SANTTATION 
19, Grosvenor Place, London, §.W.1 


SLOane 1770 


MUNICIPAL 
ENGINEERING 


founded 1874 
The specialist weekly journal 
reaching every officer tn the 
public health service. 


4 Clements Inn, W.C.1 
HOLbern g502 


THE 
MEDICAL OFFICER 


Since 1908 the only professional weekly 
for doctors in the 
PUBLIC HEALTH, SCHOOL 
HEALTH AND ALLIED SERVICES 
72/78 FLEET ST.. LONDON, E.CA 
CENtral 5574/5 


THE ROYAL SANITARY 
INSTITUTE JOURNAL 


CIRCULATION 11,01! ABC 
IN MUNICIPAL AND 
ALLIED HEALTH FIELDS 


90 Buckingham Palace Road, $.W.! 
SLOANE 5134 


CONTRACTORS’ RECORD 


and 
* * . . 
Municipal Engineering 
(1908) 
Read by 
the Controcting and 
setae g Industry 
ond 


every Municipal Engineer 
throughout the United Kingdom 


LENNOX HOUSE, NORFOLK STREET 
LONDON, W.C.2 
TEMPLE BAR 6591/2/3 
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TECHNICAL PRINT 
REVIEW continued 


ARC ORC MISA 


trite 
ee ee 
“fon, 


Thoroemqood 
ftatlic 


A page from the type book 
issued by the Stephenson Blake 
organisation 


copy in Rockwell 
faces are not the best 
for this sort of thing. With plenty 
of Roman faces available it is not 
either. In fact, Bodoni 
is used in the other brochures, 
and could well stand as a pattern 

The third booklet is also 
colourful, with a most striking 
cover, but regrettably the print 
ing has not come off entirely 
The registration is not too good 
Admittedly it is very difficult to 
register another colour on top of 
Bodoni italic in reverse, but this 
should have been realised when 
the job was in the design stage 
The bad colour register on top of 
some of the reverse types gives 
them a woolly look, rather spoil- 
ing the object of the booklet—to 
sell “efficiency.” 

The only other criticism is that 
some of the colours are a little 
muddy—particularly the red and 
blue Bright colours a: an 
essential for sciling I! t 
sounds too critical of this last 
Shannon effort let it be said that 
it was very ambitious and well 
thought out, but it just does not 
come off as a piece of printed 
publicity 


Ice cream data 


Year Book, 
on Brothers 


Ind ustry 


y he 
rice it is. 6d 


YOPIES of this year book have 

/ been sent to all subscribers 
othe lee Cream Industry, 
A y sections include lists of 
trade associations, societies at 
home and overseas, a  biblio 
graphy of technical works, 
buyer's guide, list of branded 
products, a dictionary of bacterio 
logy and a glossary of technical 
terms 

Other information of value to 
manufacturers of ice cream. and 
allied products in this edition in 
cludes references to the purchase, 
installation and maintenance of 


' plant, and recipes and ingredients 
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Schweppes are spending moe 


this year than in ai 


> 


ict ‘ 
Orange juico 

i. ge juice by Schweppes 

4 See 


Throughout 1955, Schweppes are using eleven full-colour pages in 
va ILLUSTRATED—tepresenting a larger expenditure in this one magazine 
than in any other single medium in the country. The four advertisements 
you see here appear simultaneously in the issue of ILLUSTRATED on 
sale on Wednesday 11th May. 
Why did Schweppes choose ILLUSTRATED ? 


Because for their expenditure Schweppes gain in ILLUSTRATED the 
highest sale (at the lowest cost) of any photo-weekly, and this high sale, 


THIS WEEK- four full co! 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98 LONG ACRE, LONDON, W.C.2. Temple Bar 2468 


eer 
: a 

: Se | 
‘LWUSTRATED cat | 

4 - fife = eee Kee) 
| ? % 9, y | | e x | } fa! 
rj if / vc ae, 
| 5 | 1 ati) | i ates 
| . . ; I _— 


May 12, 1955 347 


ADVERTISER'S WEEKLY 


> money In LLUSTRATED 


ay other publication 


Grapefruit juice by Schweppes 


ee 


particularly strong among women and young people, provides the ideal 
market for soft drinks. Women and young people—all readers of a magazine 
which stays about the home for weeks and works for Schweppes every time 
it’s opened... . 

And one more very important reason—in ILLUSTRATED Schweppes reach 
the market they desire with the unsurpassed power and quality of Odhams 
full-colour. 

What ILLUSTRATED will do for Schweppes this year—it can do for you in 
the future. It is not too early to book your 1956 colour-spaces now. 


yur pages in ONE ISSUE 
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its quicker — 


more brilliant — 
longer lasting 


Our unique experience in 
Transfer technique can help to 
solve your marking and display 
problems in the modern and 
economical way. 


Our clients include: 


HOOVER WASHING 
MACHINES, LTD 


SHELL MEX 4 BP. LTD 


SHELL PETROLEUM 
co 


aes HUNDREDS OF 
ALEXANDER poumnen 6 INDUSTRIAL 
INTERNATIONAL APPLICATIONS 
HARVESTER GREAT . 
BRITAIN) LTD include nameplates, operating 


instructions, diagrams, warn- 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| | 
| ing notices, etc. 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 


MASSEY-HARRIS-FERGUSON 
MANUFACTURING) LTD 


ESSO PETROLEUM 
co., LTD 


BRILLIANT POINT-OF- 
SALE TRANSFERS 
are the most effective method 
of window advertising. 


ROTARY HOES LTD 
}. €. SHAY LTD 


NATIONAL BENZOLE 
co., LTD 


REGENT OML CO., LTD. DESIGNS 
Our process with the use of 
brilliant colours ensures per- 
fect reproduction of the most 
intricate designs. 


LONDON TRANSPORT 
EXECUTIVE 


ROAD HAULAGE 
ASSOCIATION 


SINGER MANUFACTURING 
ee EASY TO USE 
No special skill is required for 
application. 


j. LYONS & CO., LTO 
THE BRITISH LEGION 


PEPS! COLA LTD : 
Solve your marking and sales 
problems— 


HELENA RUBINSTEIN 
To 


Write or ring today: 


| 
associated FY qe transfers Itd. 


176-188 Acre Lane, Brixton, London, S.W.2. 
Telephone : Brixton 2057 (4 lines) 


TRADE MARKS » WINDOW PUBLICITY - PRODUCT LABELLING 
BULK CONTAINER MARKINGS ~ VEHICLE MARKINGS 
INSTRUCTION AND OPERATING PANELS CALIBRATIONS 
WIRING DIAGRAMS - WARNINGS - NOTICES . ETC. 
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Public Relations 


How to make a little 
€sd go a long way 


\ OST people would say 
- that there is not much 
that can be done with an 
appropriation of £1 But if 
somebody thinks of « gimmick 
bright enough to attract the 


attention of the national and 
provincial press, levision, 
radio, and the general public 


then a successful campaign is 
pretty well a certaint' 


This sum of mon vas allo- 
cated to Hunter Ad sing for 
the opening of new premises of 
Ross Motors in Glascow. The 
gimmick was the ng of a 
BSA Bantam mot cle for 
2s. 6d. on the opening day. The 
only stipulation was it had 
to be a 1947 half n, this 
being the year that owner, 
Z Zabierowski, d_shis 
business 


Covered with posters 


The machine was in the 
shop window on | iturday 
afternoon with a ? price 
ticket and the w ws were 
covered with suitable rs. At 
tea time that day tw ear old 
boys turned up c te with 
blankets, hot-wat bottles, 
thermos flasks and d down 
to await the openir the fol- 
lowing Tuesday 

The idea of two ing boys 
waiting 614 hour rr ~=stiheir 
“dream bike” quick ight the 
public’s fancy 

Monday morning’ rs gave 
the story full cove ind the 
Scottish Daily Ex; levoted 
some 43 inches inc photo- 
graphs and ran it “hour 
to-hour™ commentar s. How 
the boys were stickir yut was 
the theme After tt here was 
a crowd round the s » giving 
the boys encouragen all day 


By Monday afternoon a few 
complaints were being received 
suggesting that the boys should 
be given the bike there and then 
and not be kept out for another 
night. At this, a caravan was 
hired and the boys spent the rest 
of their wait in comparative com- 
fort This provided the press 
with another angle 

On the Tuesday morning it has 
been estimated that a crowd of 
2,000 had gathered in Glasgow's 
Great Western Road when 
Ronald Shiner arrived to meet 
the boys and perform the open- 
ing ceremony. 

Part of the £150 went on two 
six inch double column advertise- 
ments in the city’s evening papers. 
The gimmick did the rest 

Reports have indicated that 
business on opening day and to 
date has been well above 
expectations. 


Service abroad 


THE possisitities of supplying 
public relations’ services to Euro- 
pean countries wishing to pub- 
licise goods for export to Britain 
and overseas have been invest: 
gated by John Hurd and Co., the 
London public relations asso 
ciates. 

These people have started a 
direct mail campaign to Italy 
where it is believed that public 
relations is comparatively un 
developed. There was an initial 
mailing of 500 letters to various 
Italian industries and there will 
be further shots to Italy shortly 

Other mailings are planned to 
Germany, France, Spain, Scan 
dinavia and Switzerland The 
total mailings will probably be 
in the vicinity of three thousand 
during the next three months 


7 


When the two boys finally obtained their half-crown motorcycle, a 
hig crowd was waiting [o see them move off 4n enormous amount 
1¢ publicity was obtained for the firm although the appropriation was 


ony 


for £150 
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A SURVEY OF SELLING OPPORTUNITIES 


AND MEDIA FACILITIES 
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‘Advertiser’s Weekly’ Special 
Investigation Team survey— 
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An economy of immense strength 
with a fat consumer purse 


The Midlands are enjoying a period of tremendous prosperity. Capital investment is being maintained at a high rate, 
and manufacturers’ plans for expansion do not betray a lack of confidence about the future. 


OR many years activity 

and prosperity have been 
at a higher level in the Mid- 
lands than in the, rest of the 
country, and in 1954 the 
advances and superiority were 
maintained. 


Early this year the Regional 
Controller for the Board of Trade 
stated that industrial develop- 


ment in the Midlands in 1954 was 
almost double that of 1953, and 
in Birmingham alone an estimated 
£7 million worth of licences were 
issued for new factories or the 
extension of premises 

During the year 417 industrial 
development applications were 
received throughout the region, 
covering about 94 million 
square feet and providing 
work for nearly 10,000 people 
The space applied for by 
the vehicle industry in the 
region was 46 per cent of the 
total, compared with 26 per cent 
in 1953. In February this year 
outstanding vacancies were over 
50,000, some 2,500 more than at 
the beginning of the year, and 
total unemployment at 11,000 
was only 0.5 per cent of the 
estimated total number of em- 
ployees—lower than in any other 
region and well below the level 
of 1.3 per cent for the whole of 
Great Britain. 


The consistently high level of 


industrial activity and the 
mmense strength of the area 
economy are accounted for, 
partly by history and partly by 
the flexibility of the manufactur- 
ing industries located in the 
region. 


Continuation of trend 


Coal, iron, steel, chemicals and 
skill are all available, and the 
development of industry in Bir- 
mingham and the Black Country 
between 1919 and 1939 repre- 
sented a continuation of trends 
whose origin can be traced well 
back to the 19th century. Read- 
ing through a list of the products 
manufactured in this area in the 
third quarter of the last century, 
one finds brass and non-ferrous 
metals (traditional Birmingham 
industries), guns, jewellery, edgc 
tools, tinplate and japanned ware, 


rolling stock, constructional 
engineering, hollowware, safes, 
springs, leather work, saddlery, 


This 


scene, from one of the thrivine industrial establishments of the 
Midlands shows paper being re-reeled after impregnation with resin at 
the Tyseley works of Bakelite Ltd. The paper thsequently cut 
into sheets and used to produce laminated plastics material. The 
photograph is by Walter Nurnberg. 
ironwork and tubes, nuts and number of new industries were 
bolts, chains, heavy engineering, developing along lines which 
chemicals, glass, papier maché influenced the whole industrial 
ware, and many others. structure of the area 
In the last 30 years before The motor and cycle industry 
1914, the industrial structure developed at Birmingham, Coven- 


was being modified in two ways 
Older industries were declining in 
importance (in Coventry the silk 
industry decayed almost to 
vanishing point) but equally a 


try and Wolverhampton, while 


ancillary products were drawn 
from a v the metal-working 
area. Several entirely new indus- 


tries were called into existence 


Numbers Employed in Midland’s Main Industries 
("000s) 


Industry 


Motor and cycle 

Other metal working 
Motor, cycle and aircraft parts 
Engineering (non-electrical) 
Electrical engineering 
Brass and copper 

Machine tools 

Iron founding 

Electrical goods 

Nuts, bolts, screws 

Iron and steel tubes 
Rubber 

Brassware 

Iron and steel forgings 


Hollowware 
Carpets 
Jewellery 


Stationary engines 
Battenes and accumulators 
Leather 

Carts and perambulators 


Number of Number of 
worker insured workers 
Great Britain Midlands 

146 iis 
221 “4 
141 42 
656 ” 
173 4‘ 
103 40 
103 8 
125 15 
145 29 
4) 26 
46 24 
1” 24 
a 22 
9 21 
a 17 
29 10 
24 9 
21 7 
17 5 
24 5 
9 2 


the Dunlop factory at Castle 
Bromwich was established to 
meet the needs of the local motor 
and cycle manufacturers and has 
since developed into one of the 
largest industries in the area in 
its own right 

A machine tool industry, an 
electrical engineering industry, 
are further examples, while other 
industries, less directly related to 
established industries—-Cadbury's 
at Bournville and rayon manufac 
ture by Courtaulds in Coventry 
were established By 1933 the 
adjustment of the area's economy 
to the decline in the older indus 
tries was well under way and the 
recovery in trade, together with 
re-armament demands in the late 
‘30s, completed the process of 
bringing back the old prosperity 


Record of 
employment 


FTER the war years and 
the tremendous demand 
for engineering and metal 
goods, the area was well 
equipped to cater for the 
increasing market for invest 
ment goods 
In the Midlands, where special 
isation in their production existed 
prior to 1939, the great demand 
for these products and also for 
durable consumer goods has 
meant little upheaval, as industry 
was well equipped to switch to 
new final products 
With engineering goods replac- 
ing textiles as the major export of 
the country, and the home 
demand for consumer durables, it 
is not surprising to find a con- 


tinuous record of employment 
and vacancies far in excess of 
unemployed 


Distribution of workers 


In 1953, measured in terms of 
the total workers employed, 
more than 15 per cent in the Mid- 
lands were working in the invest- 
ment goods industries as com 
pared with about 74 per cent for 
Great Britain as a whole. In the 
construction and related indus 
tries, the percentage was slightly 
higher than for the country over- 
all, but in all other activities, the 
production of consumer goods, 


@ Continued on page 352 
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The Midlands 


Over 40 per cent of world’s 
car exports come from here 


consumer services and in public 
administration, the percentages 
for the Midlands were below 
those for Great Britain 

A recent report written by 
E. C. Parsons and Dr. Micha 
Beesley shows the accompanying 
figures for employment i 
main industries (page 35! 


Vehicle 


production 


O review of the Midlands 

would be complete wit! 
out reference to the motor 
industry Such an 
part does it play in the are 
economy that not less tha 
quarter of all manufacturing 
the Midlands is connected with 
motor vehicle 


important 


Last ar combined output of 
pas ca ind chassis nd 
t il veh and cha 

ry i ite 16D OOD 

‘ i i ired witt the 

ictua ity of 844.000 units if 

19 Wit aif it tal outpu 

( ersea the industry ex 
s the equivalent of over 40 
ent of the total world export 


Motor exports, valued at the 
rate of £345 million for the 
year, are 25 per cent above 
those of the next largest export- 
ing industry. 

Solid though this progress has 
been, plans have been laid for 


“While the present world and home 

situations continue, the Midlands will 

continue to be prosperous and the past 

record suggests that even if sharp 

(economic) changes take place the 

flexibility exists to neutralise their 
effects to some extent.” 


| greater development. These 
lans involve the injection of a 
iurther £150 million capital into 
the British industry. It has been 
stimated that the capacity of the 
lustry would be increased by 
f e than 50 per cent from the 
$ level of about one million 
es to over 1,500,000 vehicles 

1960 


industry and 


population 


TIYHE main feature of the 
Midlands is the high con- 
ntration both of industry and 
population, roughly resembling 
i circle with the heaviest con 
centration in the centre (Birm 
ingham and in a sector to the 
North-West) and a circle of 
lesser cities and towns within 
the perimeter 
Ihe densely populated West 
Midlands conurbation contains a 
population of some _ 2,237,000 
people and, to quote from the 


Phase in 


beer 


manufacture 


Levelling barley at the Burton-on-Trent works of Bass 
Industrial earnings in 


Gretton Ltd 


Ratcliff & 


the Midlands are high and there 


is an acute shortage of skilled workers This photograph and the 
one at the top of the page, are by Walter Nurnberg 


This worker at 
Talbot Stead Tube 
Co., Lid., Walsall 
is preparing the 
end of a iare 
stainless steel tube 


for welding 


Factory Building in Great Britain 
January 1. 1945, to June 30, 1954 


Approved 
Number 
Area (‘000 sq. ft.) 


Building under construct 
Number 
Area (000 sq. ft.) 


Completed 
Number 
Area ("000 sq. ft 


Midlands Total 
Great Britain 


d of period 


2,236 15,020 
46,638 365,271 
295 1,895 
7,93 $7,234 
1,232 8,607 
21,673 188,002 


rce Board of Trade 


preliminary report < e 1951 
Census, the conurba stands 
apart in recording su il and 
continuous growth sghout 
the 30 years (1921-195 suc- 
cessive increases cor y in 
excess of their nationa inter- 
parts.” 

Birmingham has m2 
growth in populati tween 
1931 and 1951 of ne | per 
cent, compared with crease 
in England and Wales 5 per 
cent, and has c isgow 
as Britain’s second cit terms 
of population. Incide the 
city authorities are now iblish- 
ing at regular intervals ; es of 
Statistics relating to px ation. 
housing and other n ers of 


more than local interes 


Acute housing shortage 


Over to the East, Coventry has 
increased the size of its popula 
tion by some 80,000 since 1931 

an increase of 45 per cent. It 


is hardiv surprising tt the 
hous.ng shortage has been acute 
for some years-——apart trom war 


damage—and the situation has 
not been improved by the attrac 
tion of building workers away to 
other jobs which are better paid 

Frequently, reports are made 
of labour shortages arising from 
the inability of immigrant 
workers to find homes for them- 
scives and their families 

More intensive use of existing 
capacity, labour and plant is 


being made to overcome the 
labour shortage, and an accom 
panying table (above) shows the 
figures for factory building com- 
pleted and planned. These figures 
are an indication of the confi- 
dence existing in the area that the 
labour shortage will not hinder 
further development and expan 
sion. 


Women in employment 


Within the labour force in the 
manutacturing industries the 
great importance attaching to 
skilled labour—-and it is in this 
sphere that shortages are most 


acute—-has lead to a traditionally 
high number of women being 
employed. The situation has a 


number of consequences of which 
two perhaps could be mentioned 
here 
The presence of skilled 
labour attracts industries which 
rely on it and subsequently 
their establishment provides 
more opportunities for the 
semi-skilled and unskilled. 
Secondly, the older types of 
industry are losing workers te 
the growing and at present 
flourishing industries where the 
work is better paid. 


In a recent report from Birm- 
ingham, The Times correspondent 
stated that an evening shift for 
men had been introduced by one 


75 


Birmingham firm and that for 2 
@ Continued on page 354 
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The Midlands 
| Labour search { 


. . to work extra time to keep the 
High average earnings — 95% 

Since 1946 32,600 workers have 

been imported into the Midlands 


. . 4 - with the co-operation of the 
prevail in engineerime Ministry at icabeer, and mast 
reserves in the region have been 


; drawn on to meet the shortage. 
vacancies about 300 applied. tised until workers in the depart . a S 


including many chemical workers ment concerned had been offered The Cmpeoyment of Irish, 

The evening shift was not adver and had refused the opportunity Welsh and others n = different 
parts of Great Britain has long 
been established and since the 
war there has been an additional 
influx of West Indians—mostly 
for the public utilities 


Structure of earnings 


The labour’ shortage has 
naturally had repercussions on 
earnings, and in an cle in the 
Bulletin of the Oxford Institute 
of Statistics, Septe: October, 

1954, figures are pr led which 

show the different between ge 

the different areas 1 e country ; om : 

Remembering that t etter paid CCORDING to a corre- 

trades tend to be nd in the ‘A spondent of “The 

Midlands, the report, headed Times,” between 1946 and last 

“The structure of gineering year more than 32,138 workers 

earnings,” refers in al places were “imported” into the Mid- 

to the high averagc rnings in lands by what the Ministry of 

Coventry “which averaged La b our call “arranged 

more than 43s. ab those in itineraries. If an employer 

any other (district) London. cannot fill his vacancies locally 

Birmingham and Coventry have they can arrange for him to 

a been at or near the top for many tour exchanges in an “export- 

Sicebe Ge teites aleeve years.” The accompanying table ~ 2 ate The 5D ma 

Monsal Dale, one of the loveliest areas in the United Kinedom. (page 356) has been reproduced ‘che oe “ae aan a 

from the article en by John Village, of 
Morland Brathwaite Ltd. 


Despite the fact that the Midlands represents a great industrial region, 
the beauty of some of its scenery is world-famous @ Continued on page 356 


The ONLY WAY 


to assure adequate coverage 
of this heart of England 
is through the sixteen 
EMAP oapers circulating 


in eleven counties at 


95/- sci 
+ ito * 


Copies per issue 
ABC JULY DEC. ‘54 


EAST MIDLAND ALLIED PRESS 


London Representative : GEORGE JACKSON, CLIFFORDS INN E.CA. (Hol. 3611) 
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POSTERS get results through their unique power of 


repetition; an average campaign offers each “reader” over a 


hundred opportunities a month of seeing your message. Mills 


& Rockleys would be pleased to discuss planned poster advertising with you. 


MILLS & ROCKLEYS LTD 


The Mills & Rockleys Areo Poster Advertising Contractors - Administration: 2/ Queens Rood, Coventry 
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The Midlands 
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Capital investment is 


still at a high level 


A® present the Midlands are 
enjoying a period of tre- 
mendous prosperity and, in- 
deed, have enjoyed these con- 
ditions for 15 years at least. 
The figures quoted earlier in- 
dicate the foundations on which 
the high level of activity is based 
capital investment and the dur- 
able consumer goods industries. 
While the demand for capital 
goods and the demand for dur- 


Average Earnings by Areas 
(All Engineering Occupations) 


Weekly 
earnings 
Area 
1953 Increase 
level since 1948 
: 5 d d 
West Midlands 223 9 @ 6 
London 210 1 62 11 
East Midlands 207 4 68 7 
United Kingdom 205 9 66 «5 


which re- The pouring of 

level of in- resins—a phase in 
the prosperity the manufacturing 
tame process at Bakelite 
Lid., Birmingham 
Among the newer 


able consumer goods, 
sults from a high 
comes, continues, 
should continue. 

At home capital investment is 
being maintained at a high rate, twadex nox 
but the industries have a marked flourishing in the 
degree of dependence on the ex-- city are moulded 
port market. plastics, safety 

For consumer goods the de- glass, and elec- 
mand remains good and the new trical components 
restrictions on hire purchase cast 


only a fleeting shadow over the 

face of the West Midlands. The 

Australian import trictions 

have perhaps caused g faces, 

but the manufacturers ans for 

Hourly Regional expansion do not sugeest any 
earnings (shillings) differentials in 1953 lack of confidence ’ 
While the present world and 

1953 Increase home situations continue, the 
level since 1948 Weekly Hourly Midlands will continue to be 
prosperous and the past record 

suggests that even if sharp 

‘3 : 7 iy ose : changes in economic activity 
427 1-25 100-8 99-5 were to take place, the ficxibility 
4-29 1-23 100-0 100-0 exists to neutralise their effects to 


some extent. 


eat etty iaheet ta it 


City for metal 


ETAL goods of all kinds 

are a particular speci- 
ality of Birmingham and, 
according to the official guide, 
“anything in metal, from a pin 
to a power press, can be found 

Z dl variety of 
products. Metal pressings, 
brassware, and everything con- 
nected with the hardware 
trade; aluminium hollow-ware, 
wire goods, and metal bed- 
steads for oriental potentates, 

etc.” 


COVER PROSPEROUS 
SOUTH STAFFORDSHIRE 


with the 


WALSALL OBSERVER SERIES 


of 
SEVEN NEWSPAPERS 


NETT SALE 


over 55,000 weeriy 


HEAD OFFICE 


Observer Buildings, 
Walsall. 


Bridge Street, 
Tel. Walsall 2137 


The Walsall Observer 

The Rugeley Times 

The Wednesbury & Darlaston Times 
The Cannock Chase Courier 

The Hednesford Courier 

The Penkridge Courier 

The Brewood Courier 


COMBINED RATE 


21’= sc 


LONDON OFFICE: 
P. MOON, 134 Fleet St., 


LONDON. 
Tel. CENtral 3913 
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you are interested in 
joining an old established 
agency with a young 
outlook and a rapidly 
growing business where 
there is plenty of room 


at the top.write to 


S. D. TOON & HEATH LTD. 


Incorporated Practitioners in Advertising 


Winfield House, Poplar Road, 
Solihull, Birmingham. 


. 
and name the job you want 


* 
This applies to 
Production Department, 


Creative Department, 
Studio, and all 
Executive Positions 
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Diesel engines supplied to 72 


countries from Coventry 


NE of the reasons why 

Coventry is known the 
world over is that Armstrong 
Siddeley Motors Ltd. is located 
there. 


Formed in 1902 as the Siddeley 
Autocar Company by John 
Siddeley, the history of the firm 
from that date has been one of 


continuous expansion. The 
present title of the firm dates 
from 1919. With the exception 


of the war periods cars have 
always been built and since 1916 
acro engines also Stationary 
diesel engines have been built 
since 1945. In 1935 a fusion of 
the Sopwith and Siddeley busi- 
gess interests took place and 
Armstrong Siddeley Motors gre 
now members of the Hawker 
Siddeley Group. 


During the 1939-45 war period 
all car production stopped and 
the whole resources of the firm 
were directed to the war effort 
The Cheetah, a radial air cooled 


A complete but as yet untrimmed body being lowered on & 


at the 


aero engine, was built in very 
large numbers totalling some 
40,000. During this period the 


company 
with gas 


Started 
turbine - jet - 


Nassis 


4rmstrong Siddeley company's works at Coventr 


experiments 
engines. 


After the war. under the «gis of 


H. T. Chapman, the present man- 
aging director, the company pro- 
duced the first car with a truly 
new look and continued its gas 
turbine experiments with such 
success that to-day piston engined 
aero engines have been entirely 
supplanted. 


World wide exports 


The diesel engines produced in 
the post-war period have also 
been most successful and are 
to-day exported to no less than 
72 countries. Due to the com- 
pany’s large interest in gas 
turbine and other defence pro- 
jects precise figures of factory 
extensions, value of orders in 
hand, etc., are not available, but 
the present total of 11,000 em- 
ployees, of which about 14 per 
cent are women, compared with 
only 2,500 a quarter of a century 
ago and a war-time peak of 9,000, 
excluding disposal units, speak 
for themselves. 


@ Continued on page 360 


Synonymous with the Best... 


STAGG 


Patentees and Manufacturers 


DISPLAY 


SILK SCREEN PRINTERS AND 
DISPLAY MAKERS 


of the NEW **SQUINSIGN’’ 


Registered No. 735833 


STAGG DIS 


THE SIGN SENSATION OF 


PLAY 


incorporating THE BELMONT SIGN COMPANY 


1955 


16-17 BELMONT ROW, BIRMINGHAM 4 


Telephone ASTON CROSS 1020 
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The pencil, the brush — extensions of the 
creative mind ; the mind that picks out the 
facts that matter and transforms them into 
hard-selling persuasive advertisements. 

But there’s more to advertising than this 
as we at Elliotts well know. Marketing, 
Sales Promotion, Industrial Design and 
now Commercial Television* are also 
essential departments in this progressive 
Midland agency. Proof of the success of 
these home and overseas service facilities 
is reflected in the large and ever-growing 
list of clients all over the country. 


*Commercial Television... 


Full facilities are available to our clients 
for Commercial Television. We shall be 
happy to discuss and advise on the use of 
this new medium with others interested 


in its possibilities 


ELLIOTT ADVERTISING LIMITED 
e Registered Practitioners in Advertising 

MANTON HOUSE, GREAT CHARLES ST., BIRMINGHAM 3 
\ j Telephone CENitral 4961 (PBX) 
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‘In-store’ advertising is boosting 


sales of special merchandise 


Particular attention to the appearance and promotional possibilities of the store interior is now bringing 


extra 


trade to the retailer. This special survey by an “Advertiser's Weekly” reporter of the position in the Midlands reveals 
that as much as one-third of a store’s trade can be gained in this way. 


RAPIDLY becoming one of 
the most spectacular sell- 
ing mediums, in-store retail ad- 
vertising, now accounts for a 
very substantial proportion of 
all retail trading, and to quote 
a top executive of a very large 
Midland store, “is one of the 
most important ways of deal- 
ing with special lines or special 
styles of merchandise.” 

From the very humble begin- 
nings of goods arranged (or often 
dumped without style or method) 
in an ordinary shop front 
window, in-store advertising, this 
virile progeny of the bright boys 
of selling, has developed into a 
smart business style, which is 
estimated to pull in a good third 
of the trade done by the big 
retailer 


Small shop potential 


Lower down the trading scale. 
in the medium size and even one- 
man retail shops, this form of 
advertising can pay off. Without 
the space or facilities of the 
multiple, a small shop, with a 
well-chosen point of sale display 
can profitably boost a particular 
line. Even if it is only on the 
counter the display can still make 
the public buy 

These are the main conclusions 
to be drawn from a recent special 
survey into in-store advertising in 
the Midlands Everyone inter- 
viewed showed quite considerable 
enthusiasm for a selling medium 
which they were convinced influ- 


enced the local customer “more 


DIESEL 


The front window of this store made a strong bid for larg 


sales 


The same theme was taken up inside the 


book 


store (see picture 


helow) with excellent results 


than any other form of advertis- 


ing. 

The possibilities of this 
medium (which include, apart 
from the well-dressed window, 
point of sale displays, special 
store promotions, mannequin 


parades and even prestige adver 
tising, such as puppet shows, 
“Punch and Judy,” etc.) seem to 
be infinite. 
The latest trend observed in 
a large Birmingham store was 
the spectacle of the sales girls 
actually wearing the garment 
they were there to sell. And 
very well they looked, too! 
The point of sale display 


ENGINES FROM COVENTRY —contd 


There are vacancies for skilled 
workers and technicians in all 
departments 

The Sapphire gas turbine 
engine is well known and is in 
quantity production by a separate 
unit at Brockworth. The Python 
was the first turbo-prop in the 
world to go into quantity pro- 
duction and military service. The 
Viper, Mamba and Double 
Mamba are other engines which 
may be mentioned as being in 
quantity production Rocket 
motors are another branch of the 
company's acronautical activities 

With these solid achievements 
at the beginning of the ject age 
which is only just commencing, 
the company faces the future 
with confidence 


On the car side. the Sapphire 
is highly competitive in a special 
ised field The order book is 
satisfactory and the future out 
look one of confidence 


Confidence in future 


The diesel engine 1s gaining 
wide acceptance and the com 
pany’s range of engines 1s 


extremely successful. The engines 
are exported to all parts of the 


world and are fitted by many 
famous manufacturers of agri 
cultural, electrical and hydraulic 


machines of all kinds 
Without in any way being com 


placent, the company, with its 
large development and produc 
tion programmes, has no fears 
about the future 


jointly with the special store pro- 
motion, perhaps plays the largest 
part in persuading the public to 
part with their mone 


*Big name’ displays 


Powerfully to build up the 
interest some of the bigger re- 
tailers stage “Famous name” 


displays where goods, the product 


of nationally known manufac- 
turers, have their own special 
section, a “shop within a store” 
idea. Often the store which allows 


the national manufacturer the 
selling space make similar lines 
themselves 


Mass te 


lands promotion 


displays of books 
The r 


on this page 


were 


photograph 


Weekly 


investigator expressed 


presentation of such promotions pays off very 


featured 
itside window display can be seen in another 

Retailers interviewed by 
their 


Why do they then give selling 
facilities to competitors who often 
bring their own sales staff with 
them? 

An executive of a very big 
Store, nationally known, an- 
swered this one. His explana- 
tion: “By allowing the manuv- 
facturer these facilities, we 
cash in on the famous names 
which enjoy national adver- 
tising.” 


Beds and sleep-wear commodi- 
ties respond very well to point of 
sale build-ups, and I found that 
this line is almost unique for one 
very interesting reason. Invari- 
ably, I was told by a sales 
manager, a housewife buys, say, 
a mattress for its colour and its 


general appearance. What is in- 
side she has no idea; she 
just guesses. 


Colour and sales 


Odd for colour and appearance 
to play such an important part 
in the sales potential of a mattress 
when immediately it is bought the 
colour and appearance are tucked 
away together with the mattress 
and rarely brought to light again ' 

Furniture is also a “sitter” for 
the point of sale build up or 
special promotion. Suites and 
furnishings piled up haphazard 


on a floor attract no one It 
becomes a labour for the cus 
tomer to search out what is 


wanted and no one wants to do 
that if there are easier ways of 
achieving the same end 

The answer, of course. is 


@ Continued on page 
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COVENTRY bet 


LEADS THE MIDLANDS 


In purchasing power and high level of em- 
ployment Coventry leads in the Midlands. 
The motor-car, motor-cycle, rayon, tele- o 
vision, aircraft engine, radar, machine tool Att tOtL#? 
and general engineering industries continue 4 


7 
to thrive and Coventry craftsmen EARN TatTe wD! 
BIG MONEY. DWitgar ry I 
tea y a | 


“GO” being the spirit as 


well as the symbol of the 
Se \ ere 

eo ewanim, ones 
we Saas to veo Oe 
wee 


Gough Organisation a com- 


prehensive service for Industrial, 


Trade & Consumer Advertising 


Over 85 per cent of the copies of ‘‘ The 
Coventry Evening Telegraph "’ are delivered \ 
to the homes of readers each evening. S ° 


M.1.P.A., M.S.M.A., 


“THE COVENTRY EVENING TELEGRAPH” a 


13, COLMORE ROW 
QUINTON ROAD, COVENTRY BIRMINGHAM, 3 


London Office: 80 FLEET STREET, E.C.4 *Phone : Central 8041-2-3 


What to buy! 
Where to go! 
What to see! 


POSTER ADVERTISING 


provides an essential service 


to the community 


Sheffields 


ery 


Poster Advertising Contractors 
since 1852 


Publicity House, Cornwall Street, Birmingham, 3. 


Colophon .,. \eicester Tet 2567 
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ADVERTISER'S WEEKLY 


For an advertising | 
service 


With personal at- 
tention 


To every detail 


You should consult | 


LAWSON TROUT 
PUBLICITY LTD. 


at 


55 Temple Row, 
Birmingham, 2 


And insist on 
talking to 
The managing 
director 
M. F. K. FRASER 


Telephone 
MIDland 63% 


pUBLICITY 


Estabiushed 1920 


NATIONAL AND 
PROVINCIAL 
PRESS 
ADVERTISING 


CREATIVE DESIGNERS 
OF PRINTED PUBLICITY 
CATALOGUES, FOLDERS 
POSTERS, SHOWCARDS 
PAOKAGE DESIGNS 


BOSWELL 


PUBLICITY L*™ 
Accredited Advertising Agents 
BILBIE ST. NOTTINGHAM 
TELEPHONE 41358 
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The Midlands 


tores are now favouring the 


informal mannequin show 


specialised point of sale display 
with the furniture, in the logical 
setting, arranged as in a room, 
complete with carpet and all the 
accessories The customer can 
then say “This is how it will 
look”—and the sale is 50 per cent 
clinched. Kitchenware can look 
especially attractive in such a 
setting and one large firm has 
even gone to the extent of a 
“right through” colour scheme 
with the knive handles on the 
table matching the sink unit or 
cupboard and in definite 
sympathy with the lino 


Showing the clothes 


Another conclusion to be 
drawn from this investigation is 
that formal mannequin parades, 
the stage, and lines of chairs 
arrangement are, except for 
specialised lines and occasions, on 
the way out The big store is 
now tending to favour the in 
formal mannequin display with a 
mixture of sales girls and profes- 
sional mannequins showing off 
the clothes in the department 
concerned—and mixing with the 
customer while the customers are 
buying This method is, of 
course, only suitable for outer- 
wear although it ts still advised 
before the main walking display 
takes place. 

The moral of the mannequin 
show, I was told, is that a 
woman going to a mannequin 
parade may buy a bucket on the 
way out; but a woman buying 
a bucket will never leave with 
a fur coat. Mannequin parades 
apparently have a _ useful 
secondary role, in that once the 


Attractive display of stockings 


i 


Picture by Knitwear and Stockmgs 
A recent window displ at Rackham’'s Ltd., Birmingham The 
Bear Brand display n full colour formed the centrepiece for a 


well-bal 
people are attracted into the 
store, there is every likelihood 
of them spending on other lines. 


This is, of course, the principle 
behind “prestige idvertising™ 
which is only practica the 
bigger retailers and g Some 
really first-class exa es of this 
were seen in Birmingham 

For the best of a was a dis 
play specially put on for Easter, 


{ Bus Advertising 
Company Operator 


Austin's (Bridgenorth) 
Barton Transport ¢ Lt 
Birmingham & Mi diand Mo ‘tor Omnibus 
Cheltenham & District Traction Co. Ltd 
City of Oxford Motor Services Lid 
East Midland Motor Services Ltd 
Midland General Group 

Mansfield District Traction Co. Lid 


Midland General Omnibus Co. Ltd 

Notts. and Derby Traction Co. Ltd 
Potteries Mot Traction Co. Lid 
Rugeley (Green) Buses 
Stratford-upon-Avon Blue Motors Ltd 
Trent Motor Traction Co. Ltd 
United Counties Omnibus Co. Lid 


MUNICIPAL OPERATORS 
Birmingham Corporation 
Burton-on-Trent Corporation 
Chesterfield Corporation 
Coventry Corporation 
Derby Corporation 
Leicester Cx frporation 
Nottingham Corporation 
Walsall Corporation 
West Bridgeford Corporation 
West Bromewich Corporation 
Wobherhampton Corporation 


Midlands Area 


Numbe Owned 
Double deck ng k 
13 6 
133 
o. Led 828 avs 
w 
189 8 
70 116 
242 $3 
337 +> 
is i4 
17 12 
200 175 
226 95 
1,717 th) 
38 9 
” 26 
274 16 
170 os 
216 — 
4M 6 
222 18 
103 12 
281 


mced presentation of nylons 


and what a 
proved ! 
Special incubators with eggs on 
the top (under a Perspex cover) 
were arranged against a wall. On 
each incubator was a notice 
Stating the day when the eggs 
would hatch. The crowds—adults 
as well as children—waiting to 
see the chickens climb out of the 
shells, testified to the 
the idea. In fact, 
queues formed in 
store to watch the 
chicken spectacle.” 


crowd puller it 


success of 
on Saturdays, 
this particular 
“birth of a 


Interesting the children 


The same idea lies behind 
puppet shows and other forms of 
entertainment. It gives children 
an interest in the store and makes 
them potential customers when 
they become adults. There ts a 
snag to <p when they are “on 
the floor” shows. Invariably, one 
finds the salesmen responsible for 
nearby departments gnashing 
their teeth “because we can't sell 
a —— thine while that so-and-se 
show S 2 


ing on.” 


Such a reaction is accepted as 
a necessary evil by the promoters 
who look at it in the light of “a 
little harm doing a great good.” 


Poster advertising in stores is 


not so widespread as it used to 
be: there is too much of the 
“Cry Wolf” idea around it. Here 


and there one sees a wall frame 


@ Continued on page 364 
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SOUTH STAFFORDSHIRE 


M ANK 
* 
Ys r v HI 
4 AREA, WITHOUT 
é THE 
MEWSLETTER 


Head Office: 22, Mill Street, Stafford 
London Office : H.C. Blanchard, |34, Fleet St. 


ADVERTISER'S WEEKLY 


one of the best 
agencies 
in the 
midlands 


Ay 
FDIC 
BEMROSE PUBLICITY 


COMPANY LTD 


DERBY - Tel. 4929! 


WELLINGTON STREET - 


To Cover the Potteries 


consult 


NortTu STAFFS 
~ PosTeR SERVICES 
LIMITED 


(formerly the Stoke on Trent and North Staffs Billposting Co. Lid.) 


GOODSON STREET 
HANLEY 
STOKE-ON-TRENT 


‘7 an 


‘i 


2 good pe 


JOHN TOMLINSON 
‘Processes) LTD. 


ERSKINE STREET. LEICESTER. Tel. 21593 


tl FOR HIGH QUALITY _ 
_ ELECTROS & STEREOS 
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The Midlands 


‘ THE 


“BURTON DAILY MAIL” 


is the most 


WIDELY READ NEWSPAPER 
in the prosperous Burton 
and South Derbyshire area. 


Net Sales Figure, /u/y to December 1954, were : 
21,577 Daily 


THE 


“BURTON OBSERVER’ 


Publishers write of the 
prospects ahead— 


Order books are full— 


and no lull 


in prospect 
By D. C. WARD, 


managing director, Birmingham News Group 


[* the Midland Regional 

area, which includes the 
counties of Staffordshire, War- 
wickshire, Worcestershire, 
Shropshire, and Hereivrdshire, 


£10 12s. 3d. per week; women 
£5 8s. lid. 

As Birmingham is an industria! 
centre it is probable that the local 
average is 25 per cent higher 

Altnough order books are full. 


there are many more jobs avail- — Hysiness in the advertising )- 
, > ae , trate ’ g pr 
is the best illustrated able than people to hem fession continues to be brisk and 
weekly in the District. The total insured | ulation there seems little prospect of a 


Net Sales Figure, /u/y to December 1954, were : 
9,728 per week 


for the area is 2,064,000 . of this 
figure 719,000 are wom 

Unemployment in Sirriingham 
s almost negligible 


For week ending Merch 14, 


lull for some time. 


Prosperous 


. ~ 1985 the ar lk , ~ 
These are the Papers with the Sales Eagerly Sought 1990, Ge waemp ent Sows 
5 = - for men in Birming } was 
after by a// local residents and advertisers. 2.055: women 693. 1 cure is ky: t 
quite artificial, however. for the mar e 
Advertising Rates from great majority of those s.own as 
Head Office: unemployed would only be out By L. H. CHESTER. 
5 2 : of work a day tw most : 
65 to 68 High Street, Burton-on-Trent. probably changing jobs. With manager, Melton Mowbray 
. — Oe ee 3 . 
regard to vacanc th latest Times 
London Office c Duerabile ‘ioe vail in me HE Mel M t 
' “ . mpara gures avail é ~ name elton ywoOray 
j bt. Greenwood Ltd., 231, Strand} London, W.C.2. for week ending March 9th and : gq: eres 
j here we find n ' “noe was automatically linked 
2.318. women 4.763. girls. 2.287. With pork pies and hunting 
although, so far as we know 
{ Very many \acancies the two were unconnected 
Melton still is famous for pie 
In the whole of the Midlang Mciton still ts famous for | 
samt ee : and is the metropchs of the 
region outstand vacancies 
early in March nu obered 52,908 hunting world. 
No concrete il figure is Nowadays, although the accent 
available as to average earnings '% heavier on industry, the tow: 
but according to t Ministry of cattle market is one of the m« 
Labour Gazette for March, 1955, PtOSperous in the East Midlar 
the average week irnings in With the local Farmers’ Assoc 
manufacturing industries for men On handling 50 million eggs 
at the end of la year was @ Continued on page 365 


The complete ‘ 


advertising 
service for 
every kind 


IN-STORE ADVERTISING continued 


but their message is often in the 
nature of a “reminder advertise- 
ment” such as “the er § shop 
is on the second floc Lifts are 
also frequently used with stair 


ways for this forn auto-sug- 


More money has meant more dis- 
crimination. The buyer now 
wants something particular and 
the special sales promotion or 
point of sale display is the way 
to get him or her interested. 


gestion 
Colours generally were found ’ -increasi 
of product. to prove a very big factor in sales zoe neeans pers 


+ 


WILLINGTON 
ADVERTISING 


LIMITED 


39, Corporation St., Birmingham 2 
Telephone MIDland 7315 


inside a shop or store. In one 
hat department the smal! counters 
were all arranged with hats of 
one colour and sometimes 
shoes, handbags, and umbrellas 
were arranged side by) side in the 
identical colour 

Clothes, too, prove a_ useful 
medium for store promotions of 
a specialised kind. A particular 
line, make, or style. set in a 
prominent position enables the 
items to have their salient points 
brought out with leader tapes in 
a manner which no other form of 
advertising could achieve so well. 

All this is particularly impor- 
tant in the present trade boom 
pulsating through the Midlands. 


Although it is not wise to pro- 
phesy it would appear that in- 
store advertising will play an 
ever-increasing part in the life of 
retail trade. Split into two distinct 
parts, the window display to pull 
them in and the counter-floor 
display to make them reach for 
the money. The number of sales 
attributable to this formula are 
steadily going up 

To quote one big retailer “Two 
thirds of our trade is done 
through the usual external adver 
tising methods and the other third 
is directly attributable to in-store 
advertising in all its forms. ™“: 
one can afford to ignore such a 
selling medium. 
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Pay packets hold more 
than ever before 


alone annuaily Their turnover 
last year exceeded £2,360,000, and 
some 17,000 beasts, 18,000 sheep, 
7,000 calves, and 62,000 head of 
poultry passed through their 
hands 

There is, therefore, a large 
market for the farming needs. 

In Melton also is the firm of 
Chappie, biggest producers of 
dog and cat food in the country, 
while the Production Engineering 
Research Association, set up by 
the government helps to improve 
production methods in British 
factories 

Two miles from the town is the 
Holwell ironworks, part of the 
Stanton ironworks organisation, 
and employing more than 1,100 
people. while a little farther out 
is a large Army Ordnance depot 


Production 


plans rise 
By E. S. WARD, 


Coventry Evening Telegraph 


(PHROt GHOUT last 
Coventry's industries en- 
joyed an increasing demand 
ind turnover 
Motor cars, motor cycles, tele- 
machine tools, radio and 
aircraft engines, radar 
and textiles. which are Coventry's 
principal products, were turned 
of the even increasing num- 
factories in greater volume 
iNy previous period. 


year 


phone 
phones 


television 


The pay packets of the workers 
contained more money than ever 
before. Could it last ? 

So far, in 1955, the trend has 
been for still greater demands on 
Coventry's industries, especially 
in the motor car trade. The in- 
creasing successes of such makes 
as the Sunbeam-Talbot, Standard. 


Status of 
Birmingham 


A$ the second city in 
Britain, Birmingham is 


the biggest local government 
unit of its kind. There are 
152 elected representatives .. . 
there are over 3) standing 
committees .. . and the council 
employs approximately 30,000 
people excluding police and 
school teachers. . .. Birming- 
ham has the only municipal 
bank in the country, a most 
successful undertaking which 
now has well over 60 branches 
where more than half of the 
city’s population have accounts 
either as depositors or for the 
purpose of house-purchase. 


4 


Triumph and Jaguar in inter- 
national car rallies is being 
reflected by the stepping-up of the 
production programmes for ther 
assembly lines 

Since the war many 
prophecies about the 
dustry have 
events, for Coventr 
turers have sold more and more 


@ Continued on page 366 


' 
gioom 


been 


- if Still a iot of 
irmstronege Siddeley factory 
His art 


car bodies are 


handwork and real craftsmanship to be found 


is one which is rapidly dying as few 
now produced 


at Coventry A liner is here seen 


coach-built 


ADVERTISER'S WEEKLY 


RUDDOCKS 


ADVERTISING AGENCY 


67 LOWER PARLIAMENT STREET 
NOTTINGHAM _ Telephone: 45895 


We have brought our full agency 
service of the highest order to stay 


DICTIONARY 
ate 
3: ruddock 
hind of apple 


DEFINITION 
the vediveadt: gold com 


Old English radduc) 


“THE RUGBY ADVERTISER” 


A House Goes Up 
The Tenant Goes In 
And So Does 

“The Rugby Advertiser '’ 


London Agent 

D. L. Clackson, 

80 Fleet Street, E.C.4. 
Phone London Central 2626. 


Head Office 

Albert Street, 
Rugby. 

Phone Rugby 2021.2 
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Loughborough €rho 


CIRCULATING IN AN INDUSTRIAL 
AND AGRICULTURAL AREA 


NET SALES 


18,956 


(A.BA 


A LIVE PAPER IN A LIVE DISTRICT 
Rate card on application 


Head Office: LOL CHBOROUGH 


Tel. 4343-4 


Certificate) 


Telegrams: Echo 


scheme 
embracing the 


* PROFITABLE Publicity 
Midlands calls =” 
for inclusion of the weekly 


BURTON CHRONICLE 


read and respected since 1860 by industrial, agri- 


in any 


cultural and professional classes alike. Thursdays, 2d. 


Head Office 
BURTON-ON-TRENT, STAFFS. 

London Office 
53 FLEET STREET, E.C.4. Tel.: CEN 4968 


Tel.: 2220 


YOU WILL FIND YOUR MARKET IN THE 


MELTON MOWBRAY 
TIMES 


the newspaper that embraces a larze proportion of 
agricultural and industrial Leicestershire. 


MELTON MOWBRAY, LEICESTERSHIRE 


THE GEORGE BARTRAM PRESS RELATIONS ORGANISATION 


provides 


@ COMPLETE EDITORIAL CAMPAIGNS 
@ PERSONAL PRESS PUBLICITY 
@ COMPREHENSIVE HOUSE MAGAZINE SERVICE 


@ STAR PERSONAL APPEARANCES FOR STORES, 
SOCIAL FUNCTIONS "AND CABARET. 


Write : 6, LIVERY STREET, BIRMINGHAM, 3. 
Ring : CENTRAL 1871/7819 (day). {GRE. 2290 (night). 
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There is confidence in 


all branches of industry 


cars abroad in face of the fierce 


and increasing foreign competi- 
tion. They are p ng to sell 
their cars in vast tapped mar- 
kets, and the mood the board 


rooms is one of c ete confi- 


dence in the futur 


In a somewhat er degree 
other Coventry tries are 
similarly buoyant 

Tremendous 


ad pressure 
By H. HATTON, 


advertisement man«cer, 


Birmingham Pos! and Mail 
HE centre the West 
Midlands conurbation 1s 
Birmingham It ilso the 


prosperous city in. the 
t unemploy- 


most 
kingdom, the la! 


ment figures for the whole 
country being |.’ per cent of 
the insured pop'.tion where- 
as the Midland f ire is 0.5 per 
cent. 

Industrial dev< in the 
Midlands last y was almost 
double that of 1 and in Bir- 
mingham alone an_ estimated 
£7,000,000 worth licences were 
issued for new fac!ories or exten- 
sions. In the cen of Birming- 
ham a bombed which has 
been used as a car park is now 
being rebuilt and ew building 
costing some £5,0) OO with ar- 
cades, shops, frontages and 
offices will, in due course, make a 
valuable addition to retail shop- 
ping facilities. A short distance 
away the Theatr Royal is 
scheduled for demolition and 
a new shop and office block will 
eventually arise, while the new 


inner ring road to relieve traffic 
congestion is being actively pro- 
ceeded with 


Very heavy traffic 


The prosperity of the area as a 
whole can possibly be best indi- 
cated by the unprecedented traffic 
jam on Easter Monday evening, 
when cars, etc., were converging 
on the city at the rate of over 
8,000 an hour. All the indica- 
tions are that this prosperity will 
continue indefinitely 

The advertising pressure on 
newspapers is tremendous, and 
more newsprint is urgently re- 


quired to cope with the space 
demand from both local and 
nationa! advertisers 


Prospects 


Very good 


By KENNETH W. BAILEY. 
advertisement manager, 


Birmingham Gazette and 
Dispatch, Ltd. op 


HE industrial prospects in 

the Midlands are extremels 
good, the area having the 
lowest number of unemployed 
and the highest number of 
vacant jobs for four years 
There is also more new factory 
building and extensions in 
course of erection than at any 
other time since the war. 

An indication of the buoyancy 
of trade is given by the fact that 
for every person unemployed 
there are five vacant jobs. There 
are just over 10,000 unemployed 
out of a working population of 
two million, and there are nearly 
53,000 vacancies. 

Since January there have been 
177 applications for industrial 
development certificates for an 
extra 3,650,000 square feet of 
factory space, which will require 
5,000 more workers. There is 
currently about £130 million 
of building work going on. 


Biggest single interest 


Much of the new development 
is associated with the motor in- 
dustry, which is the Midlands’ 
biggest single interest. The 
motor assembly firms are invest- 
ing something like £15 million in 
development and to meet the 
demands from them most sup- 
pliers of components and acces- 
sories have their own develop- 
ment programmes. A supplier of 
motor transmissions is spending 
£500,000 on a completely new 
factory and hundreds of thou- 
sands more in equipping it. 


Few dark spots 


One big motor firm anticipates 
doubling output over a period of 
three years. There is the same 
air of confidence in other 
branches of engineering and in- 
dustries outside engineering 

There are a few dark spots 
where trade is not so brisk. The 
latest returns of short-time work 
ing applied to the furniture and 
upholstery trades, where the 
tightening of hire-purchase re- 


@ Continued on page 367 
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Show window for nation’s 


engineering firms 
By A. J. COX, 
exhibition manager, Birmingham Exchange and Engineering Centre 


[ Birmingham Exchange 
and Engineering Centre 
was opened on June 17 last 
year through the initiative of 
the Birmingham Exchange 
Committee. 

The Midlands in general (and 
Birmingham in particular) is the 
home of light and medium 
engineering and the Centre, 
situated as it iS, In a prominent 
position in Birmingham, has 
t st from the opening day 
become the shop window for 

and medium engineering 
; throughout Britain. It is a 
n-profit distributing organisa- 
tion financing its operations from 
the rental charges made to exhibi- 
tors. It is open daily and is sup- 
ported by approximately 240 
firms who participate by display- 
ing their products on permanent 
exhibition stands, bringing them 
ap to date as new developments 
are introduced 

It is already becoming obvious 
that exhibitors are considering it 
1s their own particular show- 


MESSAGES FROM 


room in Birmingham — a 
showroom, incidentally, that re- 
quires very little outlay, for it is 
possible to exhibit for as little as 
£35 a year. Permanent staff are 
not required, the Centre’s own 
staff being available to handle 
normal inquiries and distribute 
literature 


Home and abroad 


While the exhibition itself is of 
great interest both to home and 
overseas buyers, its value must be 
supported by an active informa- 
tion service. It is in this field 
that the Centre’s main work lies. 

Obviously it is not possible to 
be technically expert in all 
branches of engineering and there 
are many specialised organisations 
capable of answering technical 
inquiries. The Centre therefore 
confines itself to the many types 
of “commercial” queries that 
arise. 

An average of 150 are now 
being dealt with each month 


@ Continued on page 368 


PUBLISHER S—continued 


strictions have had an effect, al- 
hough not so great as in Lon- 
jon and other furniture centres, 
ind to hat workers, who are 
fering from cheap Hong-Kong- 
le hats imported into West 
Atrica 
The retail trade, apart from a 
cases where hire-purchase is 
ved, is maintaining a high 
f business. 


Marked 


advances 
By R. S. STEPHENSON, 


group supplements editor, 
East Midland Allied Press Ltd. 


[s practically the whole of 
the East Midlands during 
the past year there have been 
reports of marked advancement 
in most of the industries and 
particularly im engineering. 

At Peterborough, where over 
half the population is employed 
in this industry, expansion has 
been a key word since the war. 
Only last month the Mitchell 
Engineering Company, Ltd.. who 
are at present in the throes of 
building a large block of offices 
alongside the Town’ Bridge 
opened a £20,000 galvanising 
factory which will eventually 


handle thousands of tons of steel- 
work each year This makes 
Peterborough one of the largest 
galvanising centres in Britain. 
Another notable development 
in this city of over 63,000 people 


is the continued growth of 
F Perkins Ltd., the world-famous 
diesel engine manufacturers. 


whose turnover in 1954 almost 
topped the £17 million mark—a 
record. A further large extension 
to their factory is now nearing 
completion. Two other local 
industries have also played a big 
part in achieving national records, 
namely bricks and sugar beet. 
The demand for skilled labour 
continues to exceed the supply 


Steel and tube 


At Corby, Northamptonshire, 
the “new town,” production at 
Stewarts and Lloyds steel and 
tube works is still running at 
over 764,000 tons of steel a year 
and expansion here includes the 
recent opening of a new plug 
mill employing an extra 400 men. 
Average weekly earnings in this 
growing town are between £10 
and £15 with a few reaching £25 

Four new factories have heen 
built: boots and shoes, corsets, 


biscuit and belt making. Between 
them they 
women. 

A food factory is in the process 
of being built, and there are a 
number of other important pro- 
jects planned 


employ about 400 
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is your bait fresh ? 


« 


Catching 
new markets 
s 4 calls for the 
} combined effort 
of the designer's 
theughts, the 
artist's skill and 
} the printer's craft 
ha A combination 
d which is readily 
. offered by us 


EDGBASTON 
BIRMINGHAM =: 18 


hetter still Telephone: CALthorpe 1983 


in the heart of the Midlands, an 
old established group of Family 
Weeklies selling 36,200 copies 
per week in and around the 
Second City . . . and only 146 


per s col. inch. 


BIRMINGHAM _NEWS SERIES 


143, FLEET STREET, E.CA4. 2665) 
Head Office: ST. STEPHEN'S STREET, BIRMINGHAM 6. 
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If you would like to meet an enthusiastic 
re printer who will take a pride in producing 
- your well-designed print, contact 


E JOHN BROWN of NOTTINGHAM. 


As we have many friendly customers in the 


4 View of the main exibition hall at the Birmingham Exchange and 
' advertising world we know you will expect Engineering Centre ere are facilities also for lectures and film 
: ; All branches of i dustry are supporting this useful venture 


delivery and quality at competitive prices. 
and are received from all parts inquiries are difficult, and in many 


\ of the world, although the cases impossible to  answe 
\ greater number naturally come because manufacturers specialis 
from Great Britain. Informa- ing in such equipment develop 
\ tion is called for on sources of their own machines and ar 
; \ supply, production capacity, details forwarded overseas would 


\ names of area representatives, eventually result in the closing 
details of British or American of their export markets. Fortu 
John Brown (PRINTERS) LTD. Standards, etc. The Centre is, nately, however, these repres 


in fact, fast becoming a “talk- only a small proportion of the 


HUCKNALL ROAD, NOTTINGHAM. Tel. : 65924. ing directory.” total number of inquiries from 
There is no mystery about the abroad. 
Specialists in high-quality colour Letterpress information department's ability , . ae 
‘ to answer such juiries It is Scope of inquiries 

‘4 : based = on “2 ind practical Home inquiries do not appx 
‘ ere. background, and to have fofmed themselves 
: many years’ exp.:.cnce of handl- any definite pattern. In addition 
“4 ing manufacturcrs’ catalogues, to requests for normal engin 


directories, hanc >ooks, etc. First- 


E 4 = - ing products many are received 
b p «oO @ ris hand informati is, OL course, for production capacity and 


— ag ng hoo rome details of the various applica 
roagucts ul, ? acc 10n a . P . P ¢ re 
ave 4 ' > ; . ’ tions of plastics and glass fibre 
Have another look at those photographs you library is maintained of up-to- ne le lg en who ges 

have had taken. Are they the best you've ever seen ? on Kp se f over 5,000 handled for non-standard pp: 
, : 3 5 c ish enginecris nirms ‘ -ecce suid 
Will they impress, and what is more, will they sell ? ducts and processes, and it wot ; 
, ; J ‘ Engineering library appear that buyers throughout 
If you really have your clients interest at heart, and : 2 : Britain visit Birmingham at some 
» eventu:z , . time or other on the assumption 

your own, may we suggest you allow us to show vou The eventual aim js to include ge ite : : 
: : een" ¢ in the library literature from all ‘hat any product can be bought 
what can be done by photography. British engineering manufacturers. ©F Made in the Midlands area. — 
Such a library, freely available The successful handling o! 


to the public, would be of inquiries will do much to estab 


. . 4 ‘ 
ar Birmine hh immense service to buyers, lish the Centre as a progressive 
-ering . t 
/ y § draughtsmen, designers and in ©™sineering organisation, but it 


fact all interested engineering. 'S also necessary to augment this 
. we are producing a number of photographs When answering inquiries DY encouraging activities at tie 
‘ . sa : preference is given to exhibitors, Centre and by publicising its 
4 with the emphasis on fashion in morochrome and whenever possible, but because Y#™OUS services. 
7 the aim is to satisfy, the inquirer Vi * . 
. i , . ¥ . . isits from diplomats 
colour. For this purpose we use our own specially a comprehensive answer will P 
: — always include details of manu- Attendances average slightly 
trained models, who, incidentally e av : anu : 
ally, are always facturers whether exhibitors or over 5,000 per month and many 
available for outside engagements. not. By handling inquiries in this important industrialists and 
” ; : way the service the Centre can government officials have made 
Films for commercial T.V. are well advanced and we offer will become more widely visits. Parties of commercial 
—_ , known—to the eventual benefit counsellors and trade attaches 
invite you to come and see 1 P . 7 nen . * : 
’ as on this or any other of all exhibitors from London have also been 
aspect of publicity in which vou mav be requiring At the moment inquiries from shown round and many now refer 


abroad include several requests inquiries from their nationals 
for the names of manufacturers direct to the information depart- 
of special purpose machines ment. 

’ Presses to produce pen nibs for Space is available for short- 
MTK STtpnpio PRODUCTIONS LTD. (India and brass buttons for term exhibitions by individual 


Egypt: rubber working machines firms, and they play an impor- 


assistance. 


Nelson House, 2 Moor Street. Birmingham, 4. for Brazil; machines to produce tant part in the publicity of the 

press studs for the Argentine and Centre Each exhibition 1s 

ART WORK - PHOTOGRAPHY - FASHION SHOWS - COMMERCIAL T.V. twisted brass wire used as Specialised on a different subject 
studding in the shoe industry and is therefore directed towards 


As will be appreciated. such particular sections of industry 
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Advertiser’s 
Weekly pulls 


FOUR TIMES as much SALES 


ADVERTISER'S WEEKLY 


-at quarter the cost! 


No wonder 
But 


Journal 


All this from one half-page. 
then, 


were pleased ! 


Weekly 


Advertising and Marketing and it 


Shannon 


Advertiser's is the 
British 
does reach the important people in every 
branch of the Industry. It influences them 


too, and its regular advertisers know that 
An advertisement in 
Advertiser's 
Weekly 


is a Sales Campaign in itself! 


180 F leet Street, London, EC4 Tel: CHAmeery 8844 


“tt, 


a ~Li5 
Tie up all your 7\— 4 
OUTDOOR ADVERTISING 


67,69, 71, SOUTHAMPTON ROW 
Telephone MUSewm #7015 Se) LONDON W.C.I. 


DOR ADVERTISING AGENTS / 


\\ouTD 
ies. acm” 


COMMANDS ATTENTION 
as probably the most closely read woman's newspaper 
in the world 
© Readership of 400,000 weekly « Read by women of all ages 
© All women's subjects covered 
PUBLISHED EVERY THURSDAY 
Miss G. E. Careless, Advertisement Manager, 
39-40, BEDFORD ST. LONDON, W.C.2. Tel.» TEMple Bar 8705-6-7 
YOUR ADVERTISEMENT IN “THE LADY” REACHES 
INTELLIGENT WOMEN OF ALL AGES 
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Ad Man’s | 9a 


Bookshelf 
. PETER JACKSON, 
y 
Motoring Cc. L. DOUGHTY 


ats | 2 | a 


first-class artists FOR QUALITY 
> > 
e re ted b SILK- SCREEN PRINT 
of Br ttain se epee wine Silk Screen AND PROMPT ae 
The Austin Atlas of Great Britain TEMPLE ART AGENCY Printers 
‘ag A i Austin Motor Co 93/94 CHANCERY LANE. Sign, Display and Outdoor 
SIS new motoring publica- W.C.2. Publicity Contractors 
tion offers an entirely nev HOLborn 8295. WELbeck 6655. Multiple Display 
combination of road map Units 
gazetteer and guide covering a 2a : 
the whole of Great brit Frost & Ward 
For the motoring salesman oas— 17 Chit 5 vere 
and the much-travelling agency 1oEas & ARTWORK jah 


man his is a2 must | ‘B Telephone: WEL. 35463 Seoeernenees STE 
The idea behind it is to F a U Cc WINDOW BILLS - CUT-OUTS ex 
an inexpensive yet deta wor 35, megane hn) LICENSED DAY<-CLO PRINTERS 


> 


to good notoring in ' 


, 8 N.13. z 
compa form possible s a 
a, sent to Austin and Nutfield PALmess Green 8846 SHOWCARDS - P ERS 
distributors and dealers 1 wn CUT-OUTS - DIS \ T \ 7 ] 
out the country OO ——————— | 
The atlas comprises 29 paj i ‘ | 
ful yur nine miles to the I 
~— wd ” 48 strip rr ; 9 r- — 
between London and provincia ot a7 | SCREEN PRINTING LETTERPRESS 
< , Py prt . nicto ‘} ST} Lorge or sma// guontities _ 
m2} o ng places of interest ne most complete on any materia! Mea A powerful combination for 
} v AL 4 i.’ - 7 
London ind a comprehensive Art & Pho r : } long or short runs of colour 
index of place names. In addi- fog aphic printing. Any Material 
tion is, One of its most service for Agencies W Won. 
av ren ha each ; OBELISKPRESS&SIGNS LTD 
maps $ a wazeticer agains unde. 
showing places of historical or roof Myron Piace, London, S.E.13 
jt is protected by hard at Lee Green 6133/4 
wearing moisture prool covers on 
a strong coiled Plastic binding 118 Park St W.1 ee 4 
*¢ . 
° Mayfair 4316, 5530 
Photographic cde oe HYPNOCOLOR 
almanac INDIVIDUAL ARTISTS Aiivited ~~ 
The British Journal Photographu (Londoa) Ltd. 
Almanac 1955. published by Henr 1A, PHOTOGRAPHIC 
Greenwood & Co., Ltd., price Ss Led. SCREEN PRINTING 
ORE than 100 pages of . 
4¥i this welcome annual are IN FLUORESCENT 


devoted to editorial reviews of AND 
new apparatus and form a 


THE 
home and abroad. | MUODOR ART AGENCY ITD. | Stk SCREEN inks 


Under the heading “Epitome 
of progress,” a number of new 


representing 
methods and ‘techniques, along FREE LANCE ARTISTS 


with items of special interest | PURNIVAL STREET, LONDON, E.c.4 15-16 GOUGH SQUARE 
published during the past year WEL vere B84, CHAncery 2808 , - eA = 
are recorded or abstracted. In LONDON, E.C.4 
this section special attention has 
been paid to user-processing of THE (Adjoining Or. Johnson's House) SILK and 
colour materials COMPLETE Telephone: CITY 2787 
Colour technique STUDIO SCREEN 

A valuable and popular fea- SERVICE 

ture of the formulae section is POSTERS (all sizes) PRINTERS 


mca The oor  —— SHOWCARDS & DISPLAY | | SUPPLIES 
graphy technique section has ~-¢ } TERSS UNITS RGE BALL'S 
been revised and includes. all SS Ai SILK SCREENED or GEO 


processes available in this coun- ef course! 


try, while the valuable guide to SINGLE COPY 

the technique of electronic flash ener GEORGE HALL (Sales) LTD. 
has been extensively reorganised ‘ . D . 

in line with recent developments. LONDON E.C.4 B & ADVERTISING TM Wellington Road, South, 


Some 17 pages are devoted to Inleshone: CEN 6281-2 35 Merton Rd., London, SW18 Stockport. Tel. STO 3375 
@ Continued on page 37! Telephone: VANDYKE 6860 
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SIGN-WRITING 


PERMAC SIGNS 
328 BRIXTON ROAD 
SIGNMAKERS & WRITERS 
SILK SCREEN PRINTERS 
EXHIBITION & VAN WRITERS 
TELEPHONE BRIXTON 1628 


ADVERTISING NOVELTIES 


GIFTS 
GIVE AWAY 
GIMMICKS 


PLEASE ASK FOR DETAILS OF OUR 
LARGE RANGE OF GIFTS, ETC 
CITY SUPPLIES COMPANY 
(ADVERTISING GIFTS) 
36 COPTHALL AVENUE, £E.C2 
NAT 6253 


- 
ly 
— 
. .. and pats head of Account 
Executive, who thought of 
“Gartex" advertising balloons. 
They're always before the 
public's eye, reminding ...selli 
... swelling sales. Your ““Gartex’ 
order is printed to sell your 
product. For details, write: 
Sales office, Young & F 
Rubber Co., Ltd., Ga 
Road, Wimbledon, S.W.19. 

on LIB 6281-5 


blows up... 


BADGES OF 
DISTINCTION 


In olden days a 
badge was the dis- 
tinctiive mark of a 
Knight im armour Y 
in modern times 
RODEN badges are 
sed t distinguish 
YOUR  product—your 
members and your repre- 
sentatives. Send today 
r samples and prices 


heneo [Rove 


& SON LTD 
55 HATTON GARDEN, LONDON, E.C.!. 
Tel.: HOLbern 0139. 


The Latest MOVELTY im DESK DIARIES 


CALENDIARY Regd. 


Please ask for details of this and our 


LARGE RANGE of ADVERTISING GIFTS 
ANGLO FANCY PRODUCTS LTO 
Manulacturers. 


266, Belsize Road, NW 
Telephone: MAI! 0867 (3 lines) 


ppl ies, = ‘ 


CUT-OUT LETTERS 


display 
lettering 


Cut-out reflef lettering. ready gummed, 
Sowa oo 
LONDON INDUSTRIAL ART LTD. 


3 All Saints Road, London, W./! 
Tel. PARK 943! 


OUTDOOR 
DISPLAYS 


3 DIMENSIONAI 
PERSPEX 
HARDBOARC 
PLYWOOD- PAINT 


RUSSELL SIGNS 
3 FETTER LANE £.C.4 


CENTRAL 2955 


YOUR COMMERCIAL VEHICLE 


is seen daily by thousands. Ic is 


a valuable ADVERTISING SITE 


on wheels. Are you using it to the best 


advantage ’ 


We will supply DESIGNS & COLOUR 
SCHEMES to meet your requirements 
and execute the job for you expertly 


HARROW SIGNS 
& Decorations 
Craftsmen Signwriters 
Experienced Artists 
4, Sandringham Cree., 
Seuth Harrow, Middx. 
ESTABLISHED SINCE 1945 


BYR 
5025 


EXHIBITIONS & DISPLAYS 


WHITE HART STUDIOS 
SCULPTORS & DESIGNERS 


of 
ADVERTISING & DISPLAY 
MODELS 


SINGLE OR QUANTITY 
PRODUCTION 
in RUSBER LATEX 
la, THE WALDRONS, 
CROYDON, SURREY. 
Phone : Croydon 1343 


371 


EXHIBITIONS & DISPLAYS 
DISPLAD LTD. 


CASTLEFIELDS 


MANCHESTER IS 


BLACKFRIARS 0856 
OLD HANDS WITH 
YOUNG IDEAS 


FOR A COMPLETE DISPLAY 
EXHIBITION & PHOTOGRAPHIC 
SERVICE CALL 


Replicards Ltd. 


ARC 624! 


DESIGN 
DISPLAY 
EXHIBITION 
SILK-SCREEN 
PHOTOGRAPHY 


ALL THE ABOVE 
SERVICES ARE CARRIED 
OUT IN OUR OWN WORKS 
CLIENTS ARE INVITED TO INSPECT 


REPLICA HOUSE, 
BAVARIA ROAD, N.19 


| THEATRE & EXHIBITION | 
CONTRACTORS LTD. 


26 Progress Way Croydon 2624 


Specialists in Exhibition) 
Feature Construction, | 
Stage Decor and Scenery 


Why not put your TV Feature 
or Exhibition— 


ON ICE! 


We hove complete equipment as 
supplied to | 
Radiolympia . Radio Earls Court 
Daily Express Food Fair. Theatres | 


CRAFTSMEN BUILT 


EXHIBITION 
STANDS 


OPLEET ROAD HAMPSTEAD. NW.) GUL 308 


| DIGBY'S 


U.K. DISPLAY SERVICE 
Crepe Paper Window 
Dressing Contractors. 


93 OLD SOUTH LAMBETH ROAD, 3.0.8. 
RELiance 4648 


@ Continued on page 372 
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AD MAN’S 
BOOKSHELF —continued 


This study of a young Malay girl 

by Yan Fook-Leun is one of the 

illustrations in this year's “Photo 
graphic Almanac 


a glossary of technical terms 
such as continually crop up in 
current literature, and to a list of 
chemicals used in photography 

A list of text-books on photo 
graphic history, technique, and 
applications is followed by an 
up-to-date directory of repairers 
ipproved by the Photographic 
Dealers’ Association, with details 
of the services offered 


Annual review 
for motorists 


“The Motor” Year Book 1955, pub 
lished by Temple Press Ltd, price 15s 


| pple, ISHED as one of the 
4 most reliable annual publi 
cations for motoring enthusiasts, 
this year book provides an 
illustrated review of the year's 
new cars, technical trends, racing 
and records 

Descriptions and _ technical 
data are given of 14 new and 
nine modified British cars intro 
duced at the Motor Show last 
year 

Popular chapters of previous 
editions, such as those dealing 
with specifications, foreign cars, 
European motor shows, road 
tests and a selection of Brock 
bank cartoons have been retained 
and several entirely new fea 
tures are included. Among these 
are “British car radio,” “Read 
all about it” (a review of current 
motoring books), and “Problems 
of race organisation,” by the 
secretary of the British Racing 
Driver's Club 


Irish directory 


Irish Medical and Hospital Directory 
1955, published by the Parkside Press 
Led., £1 Is 


This is the 15th edition of an 
annual which the publishers claim 
to be the only publication to 
cover the Irish medical field. In- 
cluded are the directories of 
dentists, ophthalmologists and 
physiotherapists 
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PHOTOGRAPHERS 


See Ware abovt 


Publicity Pictures 


with a news angle 


AC.K.WARE service includes 
an extensive library of Colour 
and Monochrome pictures 


ACK WARE (eto) LTD. 
28a Basinghall St. Londen. £.C.2 
Mi magetien WNT 


LONDON ART SERVICE 


PHOTOCRAPHIC) LTO 


Chichester, Rents 


onan WCE? 


COMMERCIALLADVERTISING 
PHOTOGRAPHERS 


¥ $tavect Prone HOL’ B669 


Yours to command... for 


SERVICE & QUALITY 


R. FOX LTD. 


PHOTOGRAPHIC 
ENLARGEMENTS 


ANY QUANTITY AND SIZE 
BLACK & WHITE Of COLOURED 
OR AS TRANSPARENCIES 


*“*** 


EXHIBITION 
CONTRACTORS 
SILK SCREEN 
PRINTERS 
Tel. HAM 986! (5 lines) 


6 HAMPSTEAD HIGH STREET NW) 


Photographic 


—£ LILYWHITE LTD. 
Brighouse, Yorkshire. Phone: 1240 
73 BAKER STREET, LONDON, W.! 
Phone: WELbeck 0938-9 


@ Continued from page 37! 


PHOTOGRAPHERS PHOTOGRAPHERS 


PHOTOGRAPHIC PRINTS 


100 
1000 
1000000 


nz =<@ 


3 Dorset Buildings, 
Salisbury Sq., London, E.C.4. 


CENTRAL 5300 or 7921 


: 
- anit \\ \\ ) én 
ART & PHOTOGRAPHIC SERVICE 
TO AGENCIES & ADVERTISERS 


GER. 7934 
23, GOLDEN SQ@. LONDON, W.!. 


We are proud 
of our Studios and 


of the work we produce. 
YOU ARE CORDIALLY 
INVITED TO SEE BOTH 


IVI ZANT eT JA\C ONES 
LAT YD) 
295 Camberwell New Road 
London, S.E.5 
Tel: RODNEY 5811/2 


Specialists in Photographic 

Printing Processes for 

Advertising, Display 
and Exhibition 


ART DIRECTORS 


Consider 


EDGAR NORFIELD 


for your next humorous campaign. 

His work is versatile and imaginative 

Contact Forum Art Service Ltd 
Terminus 220 


COWDEROY 
AND MOSS 


LIMITED 


Photographers & Colour Specialists 


25 MANCHESTER SQUARE, W.! 
Telephone: HUNter 991! (2 lines) 


**Let’s Talk It Over” 


Well connected Photographic Studio 
wishes ‘to have working arrangement 
with a commercial Art Studio with 
premises in Central Lond 


Box 0922 180 Fleet St EC4 


COLORGRAPH 


Colour Photography 
for Advertising, Point of Sale 
Showcards and Calendars 
* 
COLOUR LIBRARY 
Studio and Location Shots 
Transparencies and 


Colour Prints 


3, BREAMS BUILDINGS, CHANCERY LANE 
LONDON, £.C.4 


CHAncery 3416 


BLOCKS & DIES 


BRASS BLOCKS & DIES 


cord of plastics: bronze 

for cut-outs, Culler crush dies tor 
showcards, etcy Stee! dies for metely 
~osss & AYCKBSOURN 
14 CLERREMWELL GREER. E.C.1 
Gs aye i ow 0 re 


May 12, 1955 


DESPATCHING 
SHOW CARDS? 


We pack and despatch 
Showcards — Displays, etc 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utm>:. 
speed. Write or phone 


€. CHRISTIAN & CO. LTD. 


63 St. Paul's Road, N.1 
cam 2661 


MISCELLANEOUS 


iaoceswo PHOTOGRAPHS 


of Horticultural Interest 
communicate with 
REGINALD A. MALBY & CO. 


19 CHELMSFORD RD., WOODFORD, 
E.18 


BUCkharst 0222 


RING UP LEY 2700 
for the photographic 
Library of Britain 


for Agents and Advertisers 
THE MUSTOGRAPH AGENCY, 
498 HIGH ROAD, LEYTONSTONE, E./! 


PROCESS ENGRAVERS 


Creative 


Photography 


leading the way 


s ! SCOTTISH STUDIOS 
| AND ENGRAVERS LTD 
' 


OvSRHN HOUSE Me CLYDE 5ST 
G.iascow cry ever 


Design 


(Poss Disprav [urs 


TEM 
0397 


26 Charing Cross Rd, 
London, W.C.2 


THE PEOPLE FOR MODERN DISPLAY 


] 
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THE GRAPHIC ARTS 
—a weekly news survey 


CONDUCTED BY ROGER DARCY 


GIFTS TO BFMP OFFICAL 


At the quarterly luncheon of 
the council of the. British Federa- 
tion of Master Printers, the 
Federation president, Geoffrey ( 
Griffith, presented A. D. Hull 
wit two “pieces of printed 
matter” to mark his retirement 
from the post of Federation cost- 
ing secretary 

One was an advertising leaflet 
or a firm manufacturing televi- 
sion sets (“I cannot present you 
with the set itself,” said the pre 
sident, “since it is already in- 
stalled in your home in Pevensey 
But I will hand you this nice 
piece of direct mail as a token of 
the real thing.) 


Testimonial fund 


The second was a cheque—the 
result of a testimonial fund spon 
ored by the four last chairmen 

the Federation's costing com 
(Mr. Andrew. Mr. Ses 
sions, Mr. Medcalf and Mr. Kil 
patrick). Their suggestion that a 
fund be established had met with 

warm response from the firms 
1 the industry 


nittee 


International 
print prize 


Ihere will be 
ind ed 


> Ghent 


a printing, paper 
exhibition at 
International Fair, to 
held between Saturday. 
September 10, and Sunday. 
September 25, this year 
It wil be organised by 
UNIGRA (Union of the Print 
ind Book-Making Industries). 
there will be a layout and 
ting competition open to all 
rs, Belgian or foreign 
t prize is 8,000 Belgian francs 
are nine other prizes for 
competitors There are 
res tor members of 


trades 


information can be 
ybtained from the secretary of 
UNIGRA, Petit Sablon, 8 


Palais d’ Egmont, Brussels 


River's history 


‘sells’ address 


A novel method of “selling” 
the new London address of a 
Manchester printing machine 
manufacturer has been devised 
by the public relations firm of 
Ellic Howe Ltd., 48, Russel! 
Square, London, W.C.1 


It consists of a booklet, wel! 
illustrated, giving the history of 
the Fleet Rover Entitled A 
Short Guide to the Fleet River 
it presents background materia! 
about that part of the City which 
is now occupied by Farringdon 
Street It as here, at number 
37, that the firm of T. ¢ 
Thompson & Son Ltd., makers 
of the Thompson-British Auto 
Platen, have established their 
London office. They have been 
in Manchester for more than 
80 years 


The booklet is of genuine 
historic interest and at the same 
time puts over the fact that 
Thompson's are now in London, 
and is able, at the end, to give a 
short description of the Auto 
Platen 

Ellic Howe Ltd. specialise in 
publicity and public relations 
work for the printing and allied 
trades 


12-colour work 


G. F. Tomkin Ltd., printers, of 
Grove Green Road, London, 
E.11, have printed an excellent 
brochure for Creed & Co., Ltd., 
to introduce the Creed Facsimile 

a new communication system 
for business and industry 


It is thought that there can be 
few such pieces of printing, as 
it has been printed in twelve 
colours from line blocks. Adver 
tising agents, who were respon 
sible for the design, were Brockiec 
Haslam 


{VOTHER TYPEFACE BY REINER 


re Reiner, the Hungarian- 
artist (this page, April 28), 

gned yet another striking 
Reiner 
a forceful brush 
and lower 
unusual characteristic 


called 


pner 
uppe 


ew Film Review 


Black 


vample of Reiner 


showing the 


is that the lower 
broken at the top 

Typefounders are H. Berthold 
AG, of Berlin West and Stutt 
gart London agents are C. fF 
Moore & Sons Ltd., 11, Sekforde 
Street, London, E.C.1 
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N ewspaper 
of the Year 


With its audited net sale 
showing an increase of 


A ee 
a 


over 24/ in 


twelve months... 


<3 
uP s 
“ 


the Glasgow 
Evening News 


is Britain’s 
Fastest-Growing Newspaper 


sat 


~ | 
i 
' 


ere 


For March 1955 the audited net sale 
of 177,562 shows an increase of 
34,409 over March 1954, 


Look at it this way: 
In one of Britain’s most thriving 
and important markets, the * News’ 
is now reaching over 100,000 more 
readers than it did a year ago 
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ADVERTISER'S WEEKLY 


Cut out this 
Information 


Sheet No. 4 


In a market where more and more 
people are carning higher wages than 
ever before, the sensational rise in cir- 
culation of the GLASGOW EVENING 
NEWS and its thousands upon thou- 
sands of extra readers, are factors that 
no media man can afford to overlook 


This table of ABC figures shows the con- 


tinuing th-by-month growth of the 

* New yee the paper was re-styled in 

August of last year 

July "54 31,917 November 164,415 

| August 47,465 December 156,964 
September January’5$5 163,954 
October l¢ 17 February 173,403 
March 1955 177,562 

How have they done it? Media men 


and newspaper people are asking how 
a newspaper, in the face of fierce com- 
petition, could have achieved so much 
in so short 4 time 


“PERSONALITY” AND PERSONALITIES 
SELL THE ‘NEW’ NEWS 


The re-styled Evening News is more 
personal than any other paper of its 
kind. It has, over the last nine months, 
developed an entirely new appeal, 
whereby its readers become its friends. 
They feel that the jour- 
nalists in the * News’ are 
writing to them per- 
conally. 


ERIC DE BANZIE is one 
of the many writers 


who are helping to 
| develop the ‘new News 
ne personality ° 


His gossip page 7alk of the Town is one 
of the most talked-about journalistic 
achievements in Glasgow. His light, friendly 
touch and his capacity for finding exclusive 
stories and presenting them in a personal, 
entertaining way, have gained him— and the 

News * many loyal readers 


For further details telephone the 
Advertisement Manager 


Glasgow - City 7000 
Evening News 
GLASGOW 


KEMSLEY HOUSE 
GLASGOW 


KEMSLEY HOUSE 
LONDON 


File this sheet with your rate card 


ey cag ; 


Londoa - Terminus 1234 
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IPA research into 
strike effects 


The Institute of Practi- 
tioners in Advertising is in- 
vestigating the effect of the 
newspaper strike on the sale 
of goods and services. It is 
understood that the investiga- 
tion is likely to take some 
time. 


Photo Fair opens 


Cash prizes totalling to £350 
are to be awarded to the winners 
of a photographic competition 
which 1s being run by Amateur 
Photographer in conjunction with 
British Photo Fair The Fair, 
stated by the organisers to be the 
first in 20 years, opens next Mon- 
day at the New Horticultural 
Hall, and will run for one week. 

Equipment at the fair is valued 
at over £1 million 


Monotype ceremony 


Monotype House, new London 
office of the Monotype Corpora- 
tion, at 43, Fetter Lane, was 
officially opened Tuesday 
14th anniversary of the destruc- 
tion by enemy action of the old 
premises on the same site—when 
Brigadier Sir George Harvie- 
Watt, MP, chairman of the 
Corporation, unveiled a com- 
memorative plaque 


4-page ad 

The four centre pages of the 
May issue of Pu/ Service, tor 
which R. Harris Publications are 
the advertisement managers, were 
taken by Parna!i (Yate), Ltd., 
solely for reply purposes. W. H. 
Gollings and Associates Ltd. 
are the advertising agents for 
Parnall (Yate), Ltd 


Murphy ad series 
on set conversion 


The conversion of television sets 
to receive commercial TV was 
the subject of a series of half- 
page Murphy advertisements 
in London evening papers last 
week. 

The copy, headed “What shall I 
do about converting my TV?” 
explained how much conver- 
sion would cost, and whether 
it was better to buy a new set. 

It advised readers to consult a 
dealer to see if the set was 
worth converting and, if the 
set was to be converted, to 
book early, as there was likely 
to be a rush to get sets con- 
verted. 

The advertisements were pre- 
pared by Murphy's agents, 
C. R. Casson, Ltd. 


‘Birmingham 
Evening Despatch’ 
In an advertisement for the 
Birmingham Evening Despatch \ast 
week the telephone number was 


given incorrectly. It should have 
been Central 8461 
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GRANADA TV 
SEARCH IN 
LEEDS 


Officials of Granada TV will 
shortly begin a search in Leeds 
for facilities for a TV studio in 
the city. They want either a site 
on which to build their studios or 
a building which can be adapted 

Sidney Bernstein, head of 
Granada, announced this when 
he visited the Northern Radio 
Show in Manchester. His com- 
pany’s application to build new 
Studios on a 14 acre site in Man- 
chester have been approved by 
Manchester City Council, and 
work will begin shortly 


Smaller scale 


A Leeds studio would be on a 
considerably smaller scale than 
the Manchester premises, he said. 
but a studio would be needed in 
Leeds to enable Yorkshire to play 
a full part in Granada pro 
grammes from the North 

The Independent Television 
Authority have still not an 
nounced whether the North will 
be served from a transmitter at 
Holme Moss or from two trans- 
mitters, one in Yorkshire and one 
in Lancashire. 

Mr. Bernstein said that it was 
unlikely that Yorkshire viewers 
would get good reception from a 
Lancashire transmitter 


IN THIS AREA NEARLY 
EVERYONE TAKES ONE 
OF THE NEWSPAPERS 


COMPRISING THE 


Here in the H.C.N. country 
between the Oxford Road and 
the Great North Road, is the 
richness of industry and Agri- 
culture married to the com- 
munity life of local people. 
Homes that throb with the 
vigour and sparkle of great 
prosperity. 
ABC NET SALES 


134,352 


PER TRADE 
$/'COL 4 5 - FLAT 
INCH RATE 


Represented in London by 
WILL KITCHEN, jor. LTD. 
131 Fleet Street, E.C.4. Central 1960 
Head Office LUTON Phone 5050 
Advertisement Monoger: C. W. Gilder 
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News | About 3 


P&D’s new TV 


sales man 


R. H. Rutterford has left the 
National Magazine Company to join 


Pe & Dean Lid. as a TV sales 
J Mr. Rutterford spent 10 
in India, where he was general 

f and editor of The 

O Ker, and an account executive 

with J. Walter Thompson (India) 

Lid 


* 
Thomas R. Liovd has joined the 
tisement staff of Freight News, 
f the Blandford Press monthly 
a8 assistant to the adver- 


aicais 


manager. Mr. Lloyd was 
Pp yusly with the Leonard Hill 
group of publications, managing 
rector of Dairyman Ltd. and 
nager of their monthly publica- 
n World Crops 
* * * 
After nine years in Indian adver- 
sing. A. B. M. Taylor has resigned 
from the position of advertising 
manager and PRO, Goodyear Tyre 
& Rubber Co., of India, Litd., and 
has arrived in the UK to take up 
permanent residence here 
* * 
Following several years on its 


yuncil, G. B. Erskine, a director of 


the Blandford group since 1932. has 
been elected president of the British 
Philatelic Association 


* 7 - 
Miss M. E. Mieville, director of 
Cheiron Press Ltd., is taking over 
the advertisement representation 


printing and production of another 


founder partner of the Industria! 
Mailing Services Before leaving 
for South Africa he was in charge 
of the press and public relations 
department of J Arthur Rank 
Overseas Film Distributors Ltd 
where he was also responsible for 


much of their overseas advertising 
* 7 7 

Sir William G. Robieson, who 
retired recently from the editorship 
of the Glasgow Herald, has been 
appointed president of Glasgow 
branch of ISMA in succession to 
Lord Rowallan. 


Coming... 


C. A. Kelly, managing director of 
Gordon & Gotch Ltd. who left on 
a world tour on Thursday, January 
27, arrived back at Southampton on 
the Queen Mary last week. He has 
visited the head offices and main 
branches of Central News Agency 


Ltd., of South Africa, and Gordon 
& Gotch (Australasia) Lid Mr: 
Kelly, who was accompanied by 
Mrs. Kelly, returned across the 
Pacific and USA 
...and going 

J. E. Harrison, joint managing 
director of G. Street & Co., Lid 
leaves to-day (Thursday) on th 
“Queen Elizabeth” for an extensive 
business tour of the United States 


and Canada 
* * * 

W. G. Hill, publicity manager of 
Regent Oil Co., Ltd., has been visit 
ing Ireland for the Royal Dublin 
Society's Spring Show 

* 7 +. 


ADVERTISER'S WEEKLY 


At a presentation from the provincial 


executives to Andrew Milne, director 


and general manager, “Drapers’ Record’’ and “Men's Wear,”’ to mark his 
21 years with that organisation, ari to r.) A. P. Cornin (Glasgow), 
A. J. Gill (Leeds), Andrew Milne. Albert Stockton (Manchester), who 
presented the silver cigar box, R. S. Jenner (Leicester), Philip Parker 


(Bir mingham) and 


visited Pakistan, India, Ceylon 

Burma, Siam, Singapore, Australi: 

New Zealand, USA ind Canada 
7 * * 

H. T. Foster has been appoint 
group manager of Mills & Rockle 
Ltd. in Portsmouth. Mills & Roch 
leys recently acquired the whole « 
the shares of Portsmou Billpo 
ing Co., Lid 

. * * 

At a recent meeting of the cou 
cil of th Royal Geographic 
Society, A. E. Dale, for the past 3 
years with the Evening Standar 
whe h s chief display advertis 
ment represer ve, was elected 
Fellow 

* * * 

Douglas N Pyecroft, until 
cently if ) ity executive w 
the General Pl ric Co., Ltd., has 


ressed Steel Co., I 
> he will be resp: 


A. J. F. Gill (Belfast) 


sible to John Lampson for Prestcold 
refrigeration publicity 
* * * 

William Rae has now taken up 
his duties as the first British field 
manager of the Nielsen TV index 
He is responsible for overall 
management of all TV index field 
operalwons 

Succeeding Mr. Rae as field con 
troller in the food and drug index 
division is William J. Balot. 


OBITUARY 
T.P. Inglis 


T. P. Inglis, who retired from the 
editorship of Glasgow Evening 


Times in September, 1953, after 43 
years’ service with George Outram 
& Co., Ltd., has died at his home 


in Glasgow 


ADVERTISING 


MANAGER'S CORNER 


journal, the quarterly publication Frank Chambers, formerly of the 
Guding advertisement department of The 
: Standard, has joincd Sun Advertis ‘ * r 
Joins board ing. Dublin, as account. exccutive A Fair Knock-out! 
Richard E. Kendall, who during He started his car in advertising 
nt years has managed the crca- with Arks Advert ing Lid Dublin 
department of Export Advertis- * * ® 
g Ltd., has been appointed to the D. Mangakis, former director and Many a world championship has been won by a 
rd export manager of Goya Ltd., has ; 
* * * joined Colman, Prentis & Varley single punch, but it had to be the right punch 
Sid Lame has joined the adver- Export Ltd. as manager Mr 
ment department of the Rand Mangakis joined Goya in 1949 and . . » . > rig re’ 
Daly Mell te Eeceee, ie ‘bes eee Gee ae anon te delivered at the right time on the right spot. There's 
this country he was with the Dail; investigate market conditions and . , ; , 
Herald for many years, and was ® export. promotion. In 1953 he no substitute for a punch like that, just as there's 


no substitute for the punch packed by a well- 
We've studied this 


sort of punch for over 40 years, and we've learned 


designed showcard or cut-out. 


enough ringcraft in that time to be able to deliver 


a knock-out for you, when and where you want it 


distinctive showcards, clever cut - outs 


HARRIS 


THE FIRM WITH 


by 


EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29/30 KINGLY STREET. LONDON, W./ 
Telephone REGent 3295 67 


Some agency people at a Joshua B. Powers Lid 

(. to rj: J. Freemantle (Doriands), C. H. 

F. Gomez (Joshua B. Powers), Mrs. A. Skinner ‘S. c. 
Young (Pritchard, 


re eption held last week 
(Bensons), 

Peacock), Miss K. 

Wood & Partners). | 
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ADVERTISER'S WEEKLY 


Publications News and Notes 


Shoe journal 
raises rates 


As from next month the Shoe & 
Leather Record is raising its rates 
Ihe whole page, facing advertise- 
ments, goes up from £22 10s. to 
£24 10s. and facing reading matter 
from £28 to £30, and pro rata 

- ” 

The May issue of Courier in- 
includes a feature on glass. Art 
expert Hugh Pierson traces its 
evolution. An illustrated article by 
Paul Allen gives impressions of the 
old London cosmopolitan district of 
Soho, which is to be en féte this 
ummer 

+ 7 + 

The net sale of the Daily Tele. 

graph for March was 1,061,472 


copies daily 
* 


” * 
In John Bull next week Don 
Lveritt gives an account of the 
wth of Boots Chemists. 
. * 7 


xt week's Ullustrated Ray- 
1 Glendenning presents a guide 
v¢ Derby as a detachable eight- 
piement 
‘ * ” 
Y Summer Confidence” 
n Sale next Thursday, is 
xf the three special issues 
Woman, designed to help readers 
yu happiest summer 


+ 


i 


* 


| wer of the June issue of 
hiciress, 


which appears the 1955 
G of the Year’ competition, is 

if portrait of Richard 
todd, who is judging the contest 


g Qt OSSEs aki 
> 


The She June issue, published on 
Thursday, May 26, will be sup- 
ported by a national press adver 
tising Campaign and a wide double- 
crown poster distribution. 

- = © 


A small folder which opens out 
to represent a Kemp's Directory 
invites subscribers to use, free, the 
publication’s information bureau 

+ + * 


Time has issued a second and 
revised edition of its illustrated 
brochure, Why Advertise, which 
shows how advertising helps in the 
competition for leadership, capital 
distributors, suppliers. personne! 
goodwill, and share of the market 
French and German versions are 
preparation 

* * . 

The Evening Standard has secured 
the serialisation rights of the story 
of Carol Reed's new film “A Kid 
for Two Farthings As the film 
centres round London life, particu 
larly in the East End, the Evening 
Standard invited several hundred 
London newsagents to a press 
showing on Tuesday. 

* + ” 


A golf ball, a Slazenger BS!, with 
the message, “Return a low score 
with Slazenger—score a high return 
with Lilliput,” the third of a series 
of Lilliput mailings, has been sent 
to a selected list of 150 advertising 
agents and advertisers 


* * * 


The Laundry Journal and Laun- 
dry Record ate to be amalgamated 
on July 8, under the title of 
Laundry Record & Journal, and wil! 
be published fortnightly 


Hanover Square 


takes the long view that a 


client’ s prosperity is its own 


TOWNEND-SMITH & HARDY 


LIMITED 


orporated Practit 
MAYFAIR 


oner ’ Advert 


4847.9 


We Hear 


Cardiff has decided to join the 
Welsh Tourist Board. Nearly 
authorities have joined the Board in 
the past few months, bringing the 
total membership to 109. 


* * * 
Kemsley representatives enter- 
tained a party of igency space 
buyers to a darts match and a social 
evening at Ward's Irish House, 
Westminster, last Friday evening. 
The reps won the match by two 
games to nil. 
* * * 


From Monday the studios of 
William E. Large will be at 1 and 2 
Hen and Chickens Court. Fleet 
Street, E.C.4 


* * 
Radio Trinidad i Radio 
Jamaica will increase heir air- 
time rates from Friday, July | 


£80,000 factory 


A new £80,000 factory of Bemrose 
& Sons Ltd., printers f Derby 
has been opened at Spondon, near 
Derby, by Mr. Reginald Maudling 
the Minister of Supply 

* + 7 

During 1954 the Scottish Tourist 

Board produced and distributed 


more than 4 million pieces of litera- 

ture and publicity n le id more 

than 10,000 photograph During 

the year more than 50 people 

called at the Board's information 

bureaux in Edinburgh and Inverness 
* * * 

St. Albans ¢ y Counc has 
agreed to buy and erect bus shelters 
ind let or otherwise use advertising 
space in them. This decision was 
made after the council rejected an 
offer by a private firm to provide 
shelters free in return for advertise- 
ment rights in the 

* * * 


The Fleet Street Players are put- 
ting on their annual show at the 
Fortune Theatre Monday and 
Tuesday, October 17 and 18. The 
first play reading recently was 
attended by some 28 members. 
When the choice of play and cast 
has been completed further 
announcements will be made 


Paper ship 


Last Friday the Bowater Siecam- 
ship Co. Lid. launched the s.s 
“Sarah Bowater,” a new ship 
specially designed for carrying news- 
print, 

* ~ 

Colman, Prentis & Varley Export 
Ltd. have taken over larger premises 
at 42 Park Street, London, W.1. 

* + * 

Ten new members of the British 
Direct Mail Advertising Association 
are Graham & Gillies Ltd.. Murray 
Watson Ltd. Willsmore & Tibben- 
ham Ltd.. Mansell Ballance Lid.. 
Caxton Publishing Co. Ltd., Fison’s 
Pest Control Lid.. Lactagol Ltd.. 
Addressing Machine Co., Portman’s 
Postal Publicity and Temps (Mid 
lands) Ltd 

* * * 

Planning approval for the com 
mercial television transmitters al 
Bolton and Lichfield is hoped for 
by the ITA within a week 

7 * - 

For the sixth successive year 
World Sports are offering engraved 
plaques to young athletes who put 
up an outstanding performance in 
the coming season—April to August 
inclusive 
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On the opening day at the BIi 

Admiral the Earl Mountbatten 

Burma inspects point of sale ad 

tising material displayed on Herve 

A Goodman Lid.'s stand 
Olympia 


Poster problem 


is ‘comic opera’ 


Mills & Rockleys Ltd. hav 
permission to put posters on the 
gable end of a house of Sca 
borough, but they cannot do « 
because Scarborough Corpora 
tion will not allow them to cross 
Corporation-owned land in front 
of the gable to get to it 

This, the chairman of the loca 
town planning committee. told 
the council, was “rather like 
comic opera.” 

He said that Mills and Rock 
leys Ltd. had appealed to the 
Minister of Housing and Loca 
Government against the counc 
decision to refuse permission fi 
the erection of advertising hoard 
ings on various sites, and went 
on: “I would like the hithert 
pleasant relations between the 
corporation and this local firn 
bill-posters to remain happy one 
But there is a danger if these 
appeals keep going to and 
that they might not be.” 


IPA changes 


A council meeting of the Inst 
tute of Practitioners in Adverts 
ing has confirmed the followings 
membership changes of firms and 
companies 

Transfer to Incorporated Pra 
titioner from Registered Pract 
tioner in Advertising Stewart 
Alexander Advertising Agenc 
(Birmingham), Cravens Advertis 
ing Ltd. (Newcastle), A. N 
Holden & Co., Ltd. (Birmingham 
and Stuart Advertising Agency 
Ltd. (London) 

Admitted as Registered Pract 
tioners in Advertising: Auld & 
Tilbury Ltd. (London), Blackford 
& Co., Ltd. (Bristol), Pagan Smit! 
Advertising Ltd. (Liverpool) and 
MacLaren Advertising Co., Ltd 
(London) 


More for ISBA 


Airwork Limited, British Heat 
Resisting Glass Co., Ltd., Cellu 
cotton Products, Ltd.. the Elec 
tromedica Co., and J 
Nicholson Group Ltd. are new 
members of the In 
Society of British Advertisers 
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It makes you an uncle 


Well, almost. Margaret is thoughtful, the middle one is Patricia and the one A 

the polka dot bow and a smile that never heard of income tax is Sheila. y  * 

doesn’t matter. It wasn’t world-shaking but it was meritorious and they found s in an edition 
of the evening paper. They got a great deal of delight in seeing themselves 1 prin: didn’t we all 

at that age ? And that delight was shared by many other people. icles, an 
the evening paper. Patricia had some older cousins who live a fgugr gpales y, an stted her. Sheila 
has grand parents who chuckled and clipped the papi mem the c 
parents to relatives, relatives to school friends, the people im tht SAMEP rect, 
who saw the name of their district in the corner of ‘he eyeend tea! on, 
other side of the city... If you could coullmmmm peop: wh 
found ix Rad some connecuig® a | bos ola li 


t who saw the news first in 


treasure. From 
the neighbourhood 
ances on the 

e simple story and 


» yous@rould have a very 


Mac hain indeed. $00 ; chain seems to link almost 
ever BOD Margaret. ae at practically makes you an 
unde, 1 iving in a nal Pe, ofl together in two clear ways. 
One §tegraphitaliy, the other bl, oes thei local newspaper. That is why 


there is rebuat a warm Tattenship between people and their evening paper. It is 
why there is <A a bOmdaetween Greater Manchester and the Manchester 
Evening Ne po. bond, this warmth, helps to make the 
Mancheste® Even 
paper in the whole North West. 


in the best read evening 


Manchester Evening News 
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ADVERTISER'S 


ethane aceite 


rier oy 
SCE TO 


This poster announcing the inaugu- 
ration of flights by Lufthansa, the 


new German airline. is being dis- 


patched to over 700 travel agents in 
the UK The poster has been 
designed by Downtons Ltd. who, as 
agents in the UK. are handling a 
campaign ich ji going into 
national da und Sundays, and 
pr i al papers. 
, 
Slogan change 

men's hat campaign slogan 
t t enable it to 
irers as well as 
New wan iS 
get al )—get a 
w slog will be 
st y material 
campaign 
year Agents are 


F. C. Pritchard, Wood & Partners 
Ltd. 
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Current Advertising 


Bird’s test market new type of 
custard in South-west England 


A new marketing development is 
the introduction by Alfred Bird & 
Sons Ltd. of a completely new 
product—Bird’s Instant Custard— 
which can be made without cook- 


g 

Full-scale large space advertising 
is running in South-west England 
and a new one-minute colour film, 
“The clock and I” is being shown 
at hundreds of cinemas as part of 


a test campaign 
Copy theme is that the custard 
can be made without cooking 


Advertisements state “Just mix with 
cold milk—and serve.” 
Before advertising the 


Biggest ever boost 
for Shreddies 


The Shredded Wheat Co. Ltd. are 
launching their largest ever drive for 
Shreddies cereal, which will include 
radio, press and cinema advertising. 

The schedule includes large spaces 


started 


in national daily papers, women’s 
magazines, Radio Times, two one- 
minute colour films and a special 


Shreddies mention on the Shredded 


Wheat Co. Ltd. Radio Luxembourg 
programme 

Extensive display material, for 
counter and store display, has been 


produced for retailers who wish to 
tie-up with the promotion. Agents 
are McCann-Erickson Advertising 
Ltd 


(MY a full art service covering a 


wide variety of techniques: 


for ideas and layouts by 


artists who understand the 


correct application of art- 


work to all reproduction 


processes, contact ....+.. 


Sterling Arts Ltd. 


DERBYSHIRE HOUSE, ST. CHADS STREET, W.C.1 
TERMINUS 3067-8 


product was introduced to the trade 
at receptions held in Bristol and 
Exeter, where TV star Catherine 
Boyle demonstrated 

it has not yet been decided 
whether Instant Bird's Custard will 


be nationally advertised. but Alfred 
Bird and Sons Ltd. state that this 
will be determined by the reception 


given to 
area 
Ltd. 

Cash prizes for 


Tie Week scheme 


the product in the test 
Agents are Young & Rubicam 


First prize in the Tie Manu- 
facturers’ Association Tie Week 
consumer competition to be held 
during June is a new Morris Minor 
convertible 

Advertising to retailers has 
started in the trade press using full 
pages and half-pages and a pro- 
vincial press campaign is also 
planned 

Retailers are offered a cash prize 
if one of their customers wins the 
first prize Second, third, and 
“well done’ consumer rizes are 
in the form of cash vouchers. to 
be exchanged at the shops where 


ties were bought 


Agents are Haig- 
McAister Ltd. 
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Australian foods 
boost here 


After 16 years, Australian foods 
and wines are to be promoted in 
this country by a large-scale adver- 
tising and PR campaign. Principal 
approach is being planned on an 
area-by-area basis 

The senior Government Trade 
Commissioner will lead a_ trade 
mission into each area and hold 
trade talks outlining the scheme 
Teams of Australian girls will call 
on retailers, and area representa- 
tives will be appointed. This will 
be backed by advertising in local 
papers, and as the areas are in- 
creased so advertising will be 
extended. Heavy distribution of 
point of sale material will be a vital 
aspect of the drive 

The publicity will include exhibi- 
tions, demonstrations and store pro- 
motions. Early planning of the 
promotion is being handled by 
Greenlys Ltd.. Richard Lonsdale- 
Hands Associates Ltd. and F. J. 
Lyons Ltd. 


Mirror toothbrush 
to be launched 


A powerful advertising campaign 
for the new Wisdom Mirror tooth- 
brush is planned to start on May 23 
with a half-page in the Daily 
Express. Large spaces in the Dail) 
Mirror, The Times, Daily Telegraph 
and the Daily Mail are also booked. 
Agents are the J. Walter Thompson 


Co. Ltd. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


DEBENHAM & FREEBODY’S 
new Budget Floor. PR account 
for Elizabeth Ewing 

A.C. CARS LTD.. for Wilkes Bros 
& Greenwood Lid 

CUSSONS IMPERIAL LEATHER 
in Ireland for Janus Ltd 

M. MERICA & CO., LTD., babies 
napkins, for Commercial Adver- 
tising Service Lid. Campaign in 
women’s mazagines and trade 


ress 
th E STANDARDISED DIS- 
INFECTANTS co., LTD., 
ROTAPRINT LTD. THE 
SOLARTRON ELECTRONIC 
GROUP LTD.. accounts for 
James A. Hodgson Ltd 


Campaigns 
ALFRED BIRD & SONS LTD. 
using large spaces in provincial 
papers, and one-minute films for 
new Instant custard. (Young & 
Rubicam Ltd.) 


TIE MANUFACTURERS’ ASSO- 
CIATION, using full-pages — 
half-pages in trade press an 


spaces in provincial press for Tic 
Week. (Haig-McAlister Ltd.) 
COTY (ENGLAND) LTD., using 
national dailies, evening papers, 
women’s magazines, provincial 
and trade press for Coty Cream 
Powder. (S. H. Benson Ltd.) 
ALFRED BIRD & SONS LTD. 
using women’s and home maga- 
zines and trade press for Certo 
fruit pectin. (Young & Rubicam 


Ltd.) 

THE SHREDDED WHEAT CO. 
LTD., using large spaces in 
national dailies, women's maga- 
zines and trade press for Shred- 
dies. (McCann-Erickson Adver- 
bbs ‘LTD f 

A + using half-page in 
Daily Express, large spaces in 


other national papers and trade 
press for Wisdom mirror tooth- 
brush G. Walter hompson 


Co., Ltd.) 

BIOMETICA LTD., using women’s 
magazines, direct mail and trade 
press for Bu-to leg hair remover 
(Gordon & Gotch Advertising 
Ltd.) 

CLEVELAND PETROLEUM CO., 
using half-pages in The Times, 
Daily Express, London evenings 
large spaces in national dailies 
and Sundays and provincial press 
for Clevecol Special with Alcohol 
(Allardyce Palmer Ltd.) 


LUFTHANSA AIRLINE, using 
national dailies and Sundays, 
provincial and trade press 


(Downtons Ltd.) 
HENRY A. LANE & CO., LTD. 


using women’s magazines and 
trade press for Exeter Minced 
Meat Loaf. (E. W. Barney Ltd.) 


MEN’S HAT PROMOTION LTD., 
using provincial evening papers. 
and bus sides. (F. C. Pritchard 
Wood & Partners, Ltd.) 

RIZLA CIGARETTE PAPERS 
LTD. using national and pro- 
vincial papers, sporting press and 
full colour pages in tobacco trade 

ress. (Mark Fawdry Ltd.) 

DISTAFF sheets and pillow cases, 
using provincial papers. (A. H 
Knowles Ltd.) 


ARMITAGE & RIGBY LTD. 
using women’s magazines for 
Lamovar rayon fabric. (A. H 


Knowles Ltd.) 

GORDON HOTELS, using German 
daily press. golf and motoring 
papers for Metropole (Monte 
Carlo). (Willing’s Press Service.) 

AUSTRALIAN WINE AND 
FOODS campaign. using local 
papers and PR campaigns 
(Greenlys Ltd., Richard Lonsdale- 
Hands Associates Ltd. and F. J 
Lyons Lid.) 
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London 
Effects of the { New organiser ; 


for contest { - 
stoppage | 
A. Gorman has been com-¢_ 
Why the excellent business done pelled for business reasons tof | 
by retail stores during the news- resign national organiser of } 
aan —_ is no reflection = hee the Advertising a 
ue of advertising was explai national public speaking 
by W. A. Slow, advertisin; 


| 

} 

aa test. H. Cave, who was Mid. 
} 


tor, Marshall & Snelgrove Ltd., land area organiser for the com. 


a Publicity Club of London cadliog, ition, has been appointed to . : 
enna . pd | ae replace Mr. Gorman. . or in plainer English, the little world 
t ver- final round in year’s? , , ‘ ” a 
Gioctr and ‘Wonaleininde en en SE S ra’ covered by --d West Li don Observer | It's read 
were very important, and the stores on Saturday, June 4 when teams ¢ equa. y in mansion or mews, from 
from the Nottingham (North), $ | Putney to Willesden, Kensington to Hounslow — 
he / u bh N E W AY be sage gee - “Gee ) = read eagerly every Friday for its news, 
will be competing. views, Sports gossip and ads., big and small. 
also did their own direct mailing. P a : 
And people did not stop buying the Gof * If you've a message for *21,739 people and their families, 
moment the advertising ceased. VOU why not send it via the 
The stores had also been helped by 
the fact that the strike took place IPA v. AA 


during a fine-weather period that 
had followed on a bad weather A 12-a-side golf competition will | 
period. take place between a team selected | 

John Rosswick, advertising mana- from the Institute of Practitioners | 


ger of the Daily Herald, in the in Advertising and a team from | 
course of a factual account of the the Advertising Association and 


BARNES © MORTLAKE © KENSINGTON © PUTNEY © RICHMOND 
effect of the strike on newspapers. will be played at the Royal 
said that an unlooked-for effect of Mid-Surrey GC on the afternoon | SHEPHERDS BUSH ® FULHAM ®@ NOTTING HILL © ACTON © PADDINGTON 
the strike, and the consequent of newer apt i ong HAMMERSMITH @ SOUTHALL ¢ ST. MARYLEBONE ©@© HARLESDEN 
accumulation of permeates Cantal O the TPA team GiLM | MANWELL ¢ CIBWICK # HOUNSLOW © MAYSWATER © BRENTFORD 
advertisement rationing had been’ will captain the AA team. The WEST KENSINGTON © EAST SHEEN © KNIGHTSBRIDGE © KEW 
brought nearer. arrangements are in the hands of | 

He also said that most newspapers W. D. Softly for the IPA and 
bad printed more copies tg the Andrew — ~ | a AA. Send for rate cord and voucher to: 
strike, but it was too early to say At the c the competition a 
whether this increase would be supper will be held in the club W.L.0. OFFICES, 16, QUEEN CAROLINE ST., HAMMERSMITH BROADWAY, W.6 ' 
maintained. house. Telephone . RiVerside 1451 

> 
Advertising Diary * ABC CIRCULATION FIGURE 21,739 July-December, 1954 
Monday, May 16 Wednesday, May 18 ee ae 
PUBLICITY CLUB OF LONDON mecting. REGENT ADVERTISING cLUB 31st 


Norman Collins on ‘“‘Commercial 
TV Waldorf Hotel 6 pm 
Teesday, May 17 

Pa discussion group annual dinner Tharsday, May 19 


annual general mecting 6.30 pm 


a@ group of nine 


and general meeting BIRMINGHAM PUBLICITY ASSOCIATION | 

IAMA meeting. Richard L Stages annual general mecting Queens 

on “Commercial TV.’ nage- Hotel. 6 p.m in uen 1a newspapers 
ery be age S He Suen, “wil PUBLICITY CLUB OF LEEDS luncheon 

BIRMINGHAM PUBLICITY aSSociaTION meeting. Speaker Canon C. B A.6.C. NET SALES 
luncheon meeting. Imperial Hotel. Sampson. Great Northern Hotel 

12.30 p.m 12.30 p.m. 


11B.a14 


BRIT. W. INDIES 


Powers 
give you 
’ Service 


Scandinavia 

North America 
J and in Latin America 

Africa 

Holland 

Switzerland 


(2 
emer! INSTRUMENT 
Most of the really || REVIEW Kouad 


pa” | Published by 


The Herbert Publishing Co. Ltd. 
AUTOTYPE 


Heatheock Court, Strand, London, W.C.2. 
AUTOTYPE COMPANY LTD., 


Telephone: COVent Garden 2640 
Brownlow Rd., London, W.13. Ealing 2691 | 


| 1e5t Zondon Observer 
| Ce 
1 ‘4 LONDON: E.W. PLAYER LTD., 30, FLEET ST. Ec4 
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CLASSIFIED ADVERTISEMENTS | EXZIScOIENZ=0m 


RATES : APPOINTMENTS VACANT, 3s. 6d. per line, 40s. per display panel inch. — 
HOLIDAYS FOR =| Soietriien eve ne: Sc. poe'Gerkcy peas ck Misia} Bow Na 


VISUALISERS charge, one line plus ts. covering postage, ete ‘og einn cutee cm application | | Well known Advertising Agency 


Weekly.”” 180 Fleet Street. London, E.C.4. CHAncery 8844 (Ex. 25). 


Th b t 1 holid ™ 
is job is not one long holiday— - 

the man we want would not enjoy APPOINTMENTS VACANT ' 

that sort of life 


But any holiday 


, ‘ . Situations Vacant : “* The engagement of persons answering these advertisements must — F t 
ear tp diene — made need be made through a hous Office of the Ministry of Labour or a Scheduled Employment irs Class 
not be isturbed if you join this Agency if the applicant is a man aged 18-64 inclusive or 2 woman aged 18-5) inclusive 
Agency (1.P.A.) unless he or she, or the employment, is excepted from the provisions of the VISUALISER 
We want a visualiser who is good Notification of Vacancies Order 1952." 
enough to work on a range of 
- important accounts and yet young 
se enough to be an enthusiast and LAYOUT MAN 
f 
‘5 to enjoy being busy 0 6 M 
i a SENIOR ADVERTISING APPOINTMENT nese onal 
ee! with high standards; a happy ' ust able to produce smart 
shmeatiene : excellent Be 1 A senior assistant is required for the Advertising Depart- ; 
conditions; a fair rate for the ment in London of a worldwide organisation hand!ing | | layout to the finished rough 
job ; five day week ; staff pen- packaged consumer goods _ | stage. Must have modern Agency 
Saas ate qtsusanse schemes ot Applicants should be aged about 30 and must be prepared 
Please send a brief note setting PP . Be oy experience. Write full details 
out your age, experience and to travel overseas. Their experience should indicate a broad 
starting salary which would in- knowledge of advertising, preferably with some emphasis Box 0949 
terest you to on the creative and productive side of the business. 
Box 0947 This post is pensionable and offers excellent prospects to Advertiser's Weekly 180 Fleet St €C4 
Advertiser's Weekly 180 Fleet St EC4 the right man. Starting salary from £1,000 per annim, 
according to age and experience. Write giving full particu\ars 
PRODUCTION MAN for well-known to Box J.382 Willing’s, 362 Grays Inn Road, W.C.1 | SECRETARY/SHORTHAND TYPIST 
London Printing House Aaoncy required for Print Manager. Five-day 
trained with at least four years’ experi- week Holiday arrangements made 
ence and good all-round knowledge Good salary for experienced girl 
Excellent opportunity for the nmeht | EXPERIENCED GENERAL ARTIST _ JUNIOR TYPOGRAPHERS with at Apply General Manager. Tibbenham 
man. Write me he age, experience required by London Theatre Advertis- least 2 years’ Agency experience - i Publicity, 244, High Holborn, W.C.1 
and salary req ing Contractors ; 5-day week ; holidays press advertisement typogr y, and | CES N OR WOMAN with 
Box 0892 Ad We nat 180 Plee: St BCS this year. Write Box 231, Rays, Cecil able to produce intelligent acsptation/ | a ‘ae Goa required to fill 
Court, London, W.C.2 mark-ups in collaborati with | position with London weekly maga- 
DISPLAY ARTIST required by firm of - Creative Groups. Written applications zine. Car an advantage Excellent 
Exhibition stand and window display LADY EDITORIAL ASSISTANT, “pre- only please, giving full deta of ex- salasy commission and expenses 
contractors § Studios r Maida Vale ferably aged 25-35, required for rience, ctc.. to the Managing | Automart, 60b. Cricklewood Broad- 
Must be experienced nodern display monthly technical journal Rewriting, Director, Charles F. Higham Ltd., | o> NW? , - 
technique and capable f taking proof correcting and some subbing Higham House, Curzon Street, 2 ~ 
charge of Stud Write @ age are principal tasks. Typing essential London, W.1 | TRAINEE ARTIST (male) having com- 
ya oe and salary required. Holi- Alternate Saturdays £7 weekly TRAVELLER required whole or part- | pleted National Service and with 
day this year. All applications treated Write siving details of past experience time with established connection for some experience. Apply Mr. Rawson, 
Sos ONT aa We to Mr. Collins, Sawell Publications sale of high-class Xmas cards Sawell Publications Ltd., 4, Ludgate 
On } eekly 180 Fleet St EC4 Ltd., 4, Ludgate Circus, E.C.4 Box 0925 Ad. Weekly 180 Flee: St EC4 Circus, E.C.4, or ‘phone CEN 4353 


for appointment 
| RECEPTION . OFFICE MANAGER 
| (female), age 25/35, required by well- 
known Fieet Street Group of maga- 
ADVERTISING zines and book publishing companies 
Responsible position needing business 
} ““‘savez"’ and cheerful personality 


Hours 9-5.30 (5-day week). Particulars 
- MANAGER of age, experience and salary required 
to 
Waddicors senescence 
required by 


HAVE A VACANCY FOR AN ADDITIONAL EDUCATIONAL 


Leading manufacturers of 


. Experienced Photo-electric and elec- PUBLISHERS 


s : 
tronic control to take over require young man or woman 
advertising, editorial and with sound knowledge of typo- 


Typographer | sales literature ; to main- graphy and experience in the 


tain contact with advertis- drafting and designing of sales 
literature and press advertising 
— Ability sa for textbooks and educational 
; handle a job on his own is journals. 
to work on interesting group of accounts, 


essential, some experi- 


| | The main requirement is an 
both for press and print. Agency experience ence of electrical or light | | ability to write copy which will 
engineering trade together interest and attract members 
necessary, good salary for right man. with knowledge of advert- of the teaching profession, 
ising agency routine is | | i.e. factual text written in good, 
al . concise English, with some 
Apply by ‘phone or letter to desirable. Write in first | | novelty of presentation. 
instance giving an indi- | 
STUDIO MANAGER, 


f sal 4 | | Previous experience of similar 
Catton Of salary require | | work desirable but not essential. 
T. BOOTH WADDICOR & PARTNERS, LTD. to Managing Director, || This is an excellent opportunity 


38 PARK" STREET LONDON ~ W.! for a person anxious to gain 


Telephone > GROsvenor 7511 RADIOVISOR PARENT Ltd., further experience. 
: 7 | | Write, stating age, experience 
1, STANHOPE STREET, and salary to 
LONDON, N.W.1. Box 0950 


Advertiser's Weekly 180 Fleet St C4 
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CLASSIFIED ADVERTISEMENTS 


NATIONAL ADVERTISER 


requires 


ASSISTANT 


The Candidate must have had 
sound experience in connection 
with publishing. Knowledge of 
paper-purchasing essential. 

The work is at the Head Office of 
a Company in the Eastern area of 
London and is principally related 
to the production and distribution 
of illustrated letterpress books. 
Some knowledge of the retail and 
wholesale Newsagent business 
advantageous but not essential. 
Experience in a Publisher’s Office 
might suit, but an all-rounder is 
required rather than, for example, 
a specialist typographer. 


Write stating age, experience and 
salary required to 

Box 0928 
Advertiser's Weekly 180 fleet St EC4 


CENTRAL OFFICE OF INFORMA. 
TION require Retoucher fully experi- 


enced in handling prints for high 
quality reproduction by Letterpress, 
Litho and Photogravure Salary 
according to age and experience. 
rising to £775 (men), £654 (women) 
Apply any Employment Exchange 
quoting Order No. Edgware Road 


3031 


ADVERTISING ASSISTANT 
REQUIRED IN SWINDON 


Young man required with good know- 
ledge of layout and print. Some art- 
work would be an advantage. This 
is the chance of a lifetime for a keen 
ambitious man in the Advertising 
Department of a rapidly expanding 
public company in the radio and tele- 


vision field. Contributory pension 
fund. Non-contributory life assurance 
scheme. 5 day week. Commencing 


salary €500-£600 p.a. Apply giving full 
details of age, education and experience 
to Publicity Manager, 

Box 0931 
Advertiser's Weekly 180 Fleet St EC4 


LONDON CALENDAR & DIARY 
Manofacturers require Artist able to 
do rough lettering, visualise, and pre- 
pare layouts, in contemporary style 
Knowledge of typography and print- 
ing Send specimens of original 
designs, together with full details and 
salary required, to Condraw, Lid, 
193 Sloane Street. S W.! 


An interesting and varied job 
is available to you if you have : 
AN ALERT MIND 
A SOUND ee 


PRINT PRODUCTION 
A FLAIR FOR LAYOUT 


THE ABILITY TO WORK 
QUICKLY AND 
ACCURATELY WITH 
ALL TYPES OF 
ADVERTISING 
MATERIAL 


Pension Scheme 
Holiday Arrangements honoured 
West End office 


Apply stating age, experience 
and salary required 
Box 0930 
Advertiser's Weekly 180 Fleet St EC4 


APPOINTMENTS VACANT 


ADVERTISING 
ALL-ROUNDER 


with experience including print production, required as 


Progress, Liaison and 


Manager's Office, Tractor Division, Ford Motor Com- | 
pany Ltd., at Dagenham. This is an entirely new appoint- | a i oe 
ment, and offers considerable scope for advancement. | 
Advantages include Pension Scheme (non-contributory). 
Write, giving details of experience and salary required to 


Salaried Personnel Department, quoting reference DAR. 


records 


ASSISTANT 
PRINT BUYER 


required by 
West-End Agency 
Age 28-35 


with Technical and 


man for Advertising 


Agency experience 


Write giving full details : 


Box 0968 
Advertiser's Weekly 180 Fleet St EC4 
' 


YOUNG WOMAN ASSISTANT to 
studio Director required Shorthand 
not necessary Holiday this year 


DOWNTONS 


ADVERTISING 
AGENCY requires a female assistant 
in their Classified Copy Department 
for linage advertising of West End 
and Suburban Cinemas in the amuse- 
ment guide of all London newspapers 


Ability to work and type accurately 

essential Some previous experience 

preferable Hours 9.30-5.30 No 

Sats. Please call or ‘phone Advertis- 

ing Dept.. Temple Bar House, 23-28 

Fleet Street, E.C.4 (CEN. 3244) 
WOMAN 


ASSISTANT TO 
SPACE BUYER 


required immediately by 


old-established West End 
Agency. Good typing 
essential. Details of age, 


experience and salary 
expectation to 


Box 0956 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG WOMAN EXECUTIVE 


DESIGNER. A_ Leading Exhibition 
Contractor requires a Fully Experi- 
enced Chief Designer to take charge 
of Studios. Permanent position. F 
Austen & Sons Ltd, 188, Blythe 
Road, London, W.14 


re- 


quired by leading Public Relations 
Consultant for immediate appoint- 
ment. Must have previous experience 


similar work Particulars, in confi- 
dence, of experience, age. salary, to 
Box 0926 Ad. Weekly 180 Fleet St BC4 


PRINT 
VISUALISER 


able to produce®slick ideas and 
layouts for leaflets, folders, etc., 
and handle production details 
Well-paid, responsible position 
Knowledge of blockmaking and 
printing processes essential 
Write, giving full details, to 
Staff Manager,{Gilbert Adver- 
tising Services Ltd., 10 Norfolk 
Street, London, W.C.2 


Telephone SLOane 9924 


RETOUCHING AND LETTERING THE General Electric Company Limited 
ARTISTS = required Apply witt has a vacancy for a Publicity Assistant 
specimens to Cheesmans’ Art Service at its Mechanical engineering works at 
Ltd., 131, Fleet Sureet, E.C.4. Tel Erith, Kent. Applicants should have 
CEN. 4325 had experience in the production of 

JUNIOR DRAUGHTSMAN, age 20 & catalogues and advertisements and 
24 required by london Outdoor should also be familiar with the pre- 
Advertising Co. will be given brict paration of editorial releases for the 
basic training Apply, giving detail technical press Please write fully 
of experience stating age education, caperience, 
Box 0938 Ad. Weekly ) C4 salary required, and include examples 

= “ ~ 180 Fleet St EC of recent work, to Staff Department, 

YOUNG RETOUCHER § required »& The General Electric Company 
progressive studio ‘Phone CHA Limited, Magnet House, Kingsway, 
5967 London, W.C.2, quoting Ref. E 


GENERAL SALES MANAGER 


CHAPPIE LTD. 


A General Sales Manager is required by Chappie Limited, 
manufacturers of “ Kit-E-Kat,”’ “ Chappie,”’ “ Lassie " and 
“ Meet,” owing to the tragic death of their esteemed Sales 
Director 


Candidates should be under 45 years of age, and have made 
a special study of distribution problems, embracing not only 
the control of sales but also the wider issues of marketing, 
advertising and product presentation. Extensive experience 
in the handling of these problems in the field of consumer 
goods is essential 


The post demands wide and responsible experience in the 
Sales field, with understanding of Wholesale and Retail outlets 
The General Sales Manager co-operates with the heads of the 
other four Divisions of the Company and is directly responsible 
to the General Manager 


The Company is concerned to obtain a General Sales 
Manager who will become Executive Director within 
twelve months of the appointment, and is more concerned 
with finding the right man than with a particular level of 
commencing salary. The initial salary, however, will be 
commensurate with experience and with a top level post in 
Chappie Limited, but, in any case, will be not less than 
£6,000 per annum. There is also a Non-contributory Pension, 
Life Assurance and Sickness Scheme planned on generous lines 


an 


Applications, which will be treated in strictest confidence, 
should state age, education and full details of career, and be 
addressed to Mr. A. M. Brown, Personnel Director, Chappie 
Limited, Melton Mowbray, Leicestershire. Please endorse 
envelopes clearly ‘ General Sales Manager.” 
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ADVERTISER'S WEEKLY 


FCB 


wants another 


SENIOR 
COPYWRITER 


... to take charge of a group of 

important accounts. If you really are a senior 
copywriter,with a good book of specimens 
and, preferably, some administrative 
experience—we'd be very interested to 


hear from you. There’s a good job going here. 


Write in some detail to: 


Copy Chief 

Foote, Cone & Belding Ltd 
27 Hill Street 

Berkeley Square, W1 


382 May 12, 1955 


APPOINTMENTS VACANT @™ 
| 


CLASSIFIED ADVERTISEMENTS 


plo 
Notification of Vacancies Order 


TYPOGRAPHER 
required, with agency experience in 

press advertisement typography, who can 
produce clear and exact type mark-ups. 


Consideration | be given to existing holiday arrangements. 
Please write giving details of experience 
and when «vailable for interview to 


Art Dire: tor 


OSBORNE-PEACOCK 
26a Albemarle Street, London, W1 


from 
1952.” 


A TOP-NOTCH SPACE —§\LESMAN PUBLIC RELATIONS ASSISTANT 


wanted for powerful industrial pub- | required in rapidly expanding Public 


lication in the following reas: Scot- | Relations Division of well-known and 
land, Lancashire, Yorkshir- Midlands, old-established advertising agency 
West Country, London nly those | Applicants please send full details of 
who have excellent recor: of results age, experience, salary required, etc 


and who are secking an  pportunity to The Public Relations Officer, Wil- 


for non-competitive operat ons in the ling’s Press Service Ltd. 356-364 
big money field should app'y to i Grays Inn Road, London, W.C.1 
Box 0965 Ad. Weekly 180 Fivet St EC4 | YOUNG LADY able to type required 
ASSISTANT required for Publicity for West End office of Publishers and 
Department o leading -lectronics printers, permanent post, good salary 
company. Interesting work in which and hours, holidays with pay this year 
some practical knowledge of typo- Write ‘ ” q 
sraghey eal Guia geedection ie Gaea- Box 0937 Ad. Weekly 180 Fleet St EC4 
tial Permanent position and staff YOUNG LADY for Voucher Depart- 
pension scheme Apply 1 writing, ment of Advertising Agency in * 
giving details of age (over 21), district Some previous experience 
experience and salary required to preferred, typing essential Five-day 
Marconi Instruments Ltd., Longacres, week. Holidays arranged. Write 


Hatfield Road, St. Albans 


Box 0927 Ad. Weekly 180 Fleet St EC4 


FCB 


HAS AN OPENING 


FOR ANOTHER 


Control Assistant 


Applicants must be agency-trained and have 
completed their National Service. A working 
knowledge of production, scheduling and copy 
detail is essential. 


Please address enquiries to the Control 
Manager, outlining background and 
experience. 


FOOTE,[CONE & BELDING LTD. 
27 Hill St., London, W.1. 


ee a 
: APPOINTMENTS VACANT 
? | Situations Vacant : “ The «ocagement of persons answering these advertisements must 
be made through 2 Local (ce of the Ministry of Labour or a Scheduled Employment 
Ageacy if the applicant is an aged 18-64 inclusive or a woman aged 18-59 inclusive . 
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May 12, 1955 ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 
| 


VISUALISER 


Artists and 
Typographers 
Wanted 


with some copywriting ability required, as a senior member 
of newly formed team in the Advertising Department of 
Tractor Division, FORD MOTOR COMPANY LTD., 
at DAGENHAM. This is an entirely new appointment, 
and offers a first-class opportunity for an experienced man. 
Advantages include Pension Scheme (non-contributory). 
Write, giving details of experience and salary required (no 
specimens at this stage) to Salaried Personnel Departiaent, 
quoting reference DNV. 


LADY CLERK required for keeping MAN WITH EXPERIENCE required AR ISTS 


advertisement records, etc.. for inter- 
national weekly technical newspaper; 
near Moorgate and Liverpool Street 
Five-day week (9.30-5.30) "Phone 
MONarch 2567 for an appointment 
RETOUCHING ARTISTS required 
capable of a high standard of Colour 
and Monochrome Ideal working 
conditions Holiday this year by 
arrangement Non-contributory Pen- 
sion Scheme. Please call or ‘phone 
Howard Glover (Commercial Artists) 
Limited, 27/29, Furnival Street, E.C.4 
CHAncery 4302 


by Glasgow firm for Publicity Depart- 
ment Ability to design and prepare 
layouts, compose descriptive matter in 
good style, and generally to produce 
lucid and attractive pamphiets describ- 
ing and illustrating precision engineer- 
ing products and scientific instruments 
essential. Technical knowledge advan- 
tageous State age, experience, and 
salary required. If specimens of own 
work available they should be sub- 
mitted 

Box 0974 Ad. Weekly 180 Fleet St EC4 


ADVERTISING 


Opportunity for experienced man 
(age under 35) co take over and develop 
advertising programme and be respon- 
sible for preparation of advertising 
literature for well established and pro- 
gressive group of companies engaged in 
building and civil engineering, manu- 
facture of clay, concrete and joinery 
products and the marketing of unique 
bulk handling equipment on a national 
basis. This is a senior post requiring 
good experience in layout, copywriting, 
knowledge of typography, ability to 
prepare rough visuals and progress 
work to completion including media 
buying, enquiries, records and accounts. 
The post offers considerable scope to a 
man sufficiently versatile to interpret 
the requirements of many different 
products and services. Some know- 
ledge of house journal production would 
be an advantage. The selected appli- 
cant who will be required to reside in 
York will be offered a permanent post 
with good staff conditions including 
annual bonus and participation in the 
company's Pension and Life Assurance 
Scheme. Assistance with house pur- 
chase will be provided # required 
Specimens of work should not be 
enclosed with initial applications which 
should be submitted in confidence 
stating age, details of experience to 
date and some indication of commencing 
salary required to 


Managing Director, 

F. SHEPHERD & SON LTD., 
Buriding & Civil Engineering Contractors, 
Biue Bridge Lane, 

YORK. 


First Class 
LETTERING 
ARTIST 


required 
to work in our studio on salary 
or agency basis. Telephone for 
appointment 


GEORGE GODMAN LTD. 
SLOane 9924 


EXPERIENCED CLERK required for 


Accounts Dept. Fiect Street Agency 
Write full details of experience, and 
salary required 

Box 0935 Ad. Weekly 180 Pieet St BC4 


CALLING A CAREER GIRL. First- 


class opportunity for keen Junior 
Typist (Shorthand an advantage) to 
train as a to Executive in 

Advertising Agency in Victoria 
‘Phone SLOane O78 7 for appointment 


SPACE BUYER 
REQUIRED 


by medium size London Agency. 
This is an interesting position, and 
could probably be filled by one 
who is at present second in com- 
mand provided experience is 
adequate 
Please give full details in your 
application, which will be treated 
in strictest confidence 
Managing Director, 

Box 0969 
Advertiser's Weekly 180 Fleet St EC4 
(Present Staff are aware of this 
advertisement.) 


The men we like to nploy in our studio are 
those who combirn« creative skill with a 
practical appreciati \ and knowledge of the 
job that advertisir » must do. Here are 
vacancies for two ren who are looking for 
the chance to prove ‘heir ability. We welcome 
applications from the Provinces as well as 
from London. 


TYPOGRAPHERS 


We are also looking for a Senior Typographer 
capable of taking charge of a Typographical 
Department and who, in addition to his 
technical knowledge, has the ability to 
execute ‘creative’ working layouts for 
adaptations and sub-sizes. 


Also wanted: an assistant typographer 


with at least 3 years’ Agency experience. 


Write to or ‘phone for an appointment 


The Art Director 
THE ROBERT FREEMAN CO. LTD. 


22 Hill Street, London, W.1 
Tel: MA Yfair 9033 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 384 May 12, 1955 


CLASSIFIED ADVERTISEMENTS | 
COPYWRITER : PRODUCTION 


Situations Vacant : “ The engagement of persons answering these advertisements must 
be made through « Local Office of the Mimistry of Labour or a Scheduled Employment ASSISTANT 
: : Agency if the applicant is « man aged 18-64 inclusive or s woman aged 18-59 inclusive : 
An interesting Opening €XIStS | | gies be or she, or the employment, is qacegted from the provisions of the | A young man wanted as assist- 
at Harrods Ltd. for a young | | Notification of Vacancies 1952.” ant to Production Manager. 
woman with some previous Must have at least three years’ 
copy writing experience in an | | experience in agency produc- 
agency or retail organisation. | | SENIOR VISUALISER required. The man we tion work and a _ sound 
% Must be able to write short, have in mind will be already widely experienced in producing knowledge of typesetting and 
“ accurate descriptions of a wide all types of work for a variety of national accounts ; his sagperere a mere o sited 
i+ variety of non-fashion mer- main task here will be to originate national advertising of apace OS Benes etale 
ri >hand for catalogues, etc. . : ‘ instructions and keeping 
chandise ¢ gues, an extremely high standard. He must be able to ensure accurate production records. 
Good opportunities for ad- that his scats are satisfactorily finalised by studio staff, and 


: Five-day week. Salary accord- 
vancement; Staff Restaurant; 


. he will be able, on occasion, to produce very slick clients’ ing to ability. Holidays as 
Sports Club; Staff Discount. layoyts. Salary and conditions will be attractive to the arranged. 

Write in the first instance, right man Applicants should write or "phone, 
in confidence, to the Staff ‘ W. A. Clare, Esq. 
Manager, LAYOUT ARTIST, agency trained, who can pro- RIPLEY, PRESTON & CO. 

HARRODS LTD duce original designs and can convert rough scats to presenta- LTD. 

LONDON sW1 tion layouts if necessary, is also required. Experience, Ludgate House, 107/111 Fleet St. 
giving full details of previous draughtsmanship, good lettering and a fair idea of typography LONDON, E.C.4. 
experience and salary required are essential for this post Telephone : CENtral 8672. 


Contact the Art Director, Gordon & Gotch Advertising Ltd., 
| 75, Farringdon Street, London, E.C.4. CEN 4030. 


OPPORTUNITY OFFERED 


OUTDOOR INSPECTOR, experienced. FIRST-CLASS CREATIVE LAYOUT A 
to wanted for London and Southern MAN with some copywriting ability 
| Counties. Write, with full particulars, required for advertising of a technical SALESMAN 
YOUNG MAN to nature. Age 25 to 30. Good salary 
. Box 0923 Ad. Weekly 180 Fleet St BC4 | and prospects Pensx Scheme x aa 
with ability co design advertising - Five-day week Write with full of outstanding ability, prepared 
material such as packaging, leaflets, PERSONAL ASSISTANT pA Art Direc- } eee Hy Pe aoe to awe to travel, is required for first 
alogues, brochures, etc., by manu- tor required to handle administrative 4 A eckly 180 Fleet St EC4 _ . 
rers of motorcycle and cycle detail es and charging Man or class" advertising media. This 
accessories. Full details, including age | woman considered, preferably with EXPERIENCED REPRESENTATIVE appointment carries a _ high 
and salary required to i similar type of experience jn advertis- required by Letterpress/Litho Adver- earning potential. 
Box 0964 | ing agency. Write full details in con- tising Printers Exceptional oppor- 
. | fidence to Art Director, Osborne- tunity for man with own connection Phone AMB 6604 
Advertiser's Weekly 180 Fleet St EC4 Peacock Co., Ltd.. 26a, Albemarle and four-figure outlook 
Street. London, W.1 Box 0929 Ad. Weekly 180 Fleet St EC4 
f 


GENERAL MANAGER 


REQUIRED FOR 


ADVERTISEMENT 
vonwanmrsomer || MANAGER 


and accustomed to handling provincial business 
of accounts of varied sizes, mostly trade and 
local, is required to take charge of a well- 


for joint position on two trade journals, one 


established Yorkshire agency. The present quarterly and the other bi-monthly. Only 
directors are preparing to retire and the success- men with quite outstanding capabilities and 
ful candidate will succeed to the position of experience can be considered for this 
Managing Director. 


. vacancy, and the remuneration offered is 
No investment is required but opportunity eo ; , . : 
would ultimately be offered to obtain a share in consistent with the qualifications required. 


the business. Candidate should be between The position is pensionable. Write in com- 
35 and 45 with a good all-round knowledge of 


lete confidence stating age, experience and 
advertising. He must be efficient and a stickler r y £ £% : 
for detail. He will be required to live in salary now earned and required to Managing 
Yorkshire. Director 


Give full details of past experience, present 
position and salary to: Box 0952 


Box 0951 Advertiser's Weekly 180 Fleet Street EC4 
Advertiser's Weekly 180 Fieet St EC4 


_— 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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May 12, 1955 - IRS ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


b] 
Smee’s 
require the following 
additional staff 


GENERAL ARTIST 
for finished studio, capable of 
retouching, still life and general 
finished artwork. 


CREATIVE ARTIST 
(young) with at least 2 years’ 
experience in advertising. Capable 
of finished roughs and with a 
knowledge of typography. 


TYPOGRAPHER 


for press and literature mark-ups, 
able to design sound adapiations 
—keen, accurate worker. 


JUNIOR ARTIST 
for finished artwork studio. Art 
School trained, capable of some 
line work and clean, accurate 
make-ups of advertisements. 


Write or telephone for an 


CLASSIFIED ADVERTISEMENTS 
| __APPOINTMENTS VACANT 


APPOINTMENTS VACANT 


SALES TRAINING SPECIALIST 


required for Sales Promotion Dept. of Tractor Division, 
Ford Motor Company Ltd., at Dagenham ; to be respon- 
sible for development of Dealers retail sales force, including 
preparation of Sales Training Publications, Films and 
Film Strip. Experience in the field of Sales Training and 
first-class writing ability essential ; experience of other 
Sales Promotional activities and/or some knowledge of 
agriculture would help. The appointment includes the 
advantage of Pension Scheme (non-contributory), and 
offers considerable scope for advancement to the successful 
applicant, who should be between 27-32 years of age 
Write, giving details of experience and salary required to 
Salaried Personnel Department quoting reference DGT. 


SENIOR PRODUCTION 
ASSISTANT 
required 


to handle important accounts in 
West End Agency. The prospects 
and responsibilities are excep- 
tional for the man with wide 
experience in agency production 
work. Write giving full details of 
past experience and salary re- 
quired to 


Production Manager, 
Box 0973 
Advertiser's Weekly 180 Fleet St EC4 


TRAVELLER. Firm of commercial 


artists require traveller with established 
connection with publishers and adver- 
tising agents 

Box 0924 Ad. Weekly 180 Pleet St EC4 


MAGAZINE ARTWORK 


appointment to: Studio Manager, 
Smee’s Advertising Ltd., 3-5, 
Duke Street, Manchester Square, 
London, W.!. WELbeck 0774. 


Principally Fashion. 


An excellent opportunity 
occurs with a small but pro- 
ADVERTISEMENT REPRESENTA. | EXCELLENT OPPORTUNITY gressive London publishing 
TIVES required for local sponsored Junior Shorthand group for a young versatile 
COMMERCIAL ARTIST with experi- media : “i . Secretary in svertising artist with a flair for layout 
ence in advertising layout and general | Box 0966 Ad. Weekly 180 Fleet St EC4 Retentive memory anc d apt ooh as 
artwork. Pleasant working conditions | LADY GENERAL ASSISTANT wanted essential. State b, experience Successful candidate will be 
with scope for advancement in old- | immediately in busy advertising and sy required Mr Lioyd t promoted to Magazine Art 
established and expanding agency on | publicity department of large and upert Street Virecto . nb 
N Coast. Write with full details well-known Engineering Company Director within one year 
and references to j Must have 


advertising experience SHORTHAND TYPIST required Please state experience and 
Box 0934 Ad. Weekly 180 Fleet St EC4 combined with typing and knowledge salary required 
ASSISTANT required for Production of office routine. Pleasant personality a rar Moorgate . 

Department of West End Agents. | essential. Five-day week in West End —— — : = ee agp Box 0976 

No Saturdays. Write age, experience, | London Write stating experience ‘ eae a aes a Advertiser’ | 

salary expected to age and salary required to Phone MONarch 2567 for an apy ser's Weekly 180 Fleet St EC4 
Box 0967 Ad. Weekly 180 Fleet St EC4 Box 0945 Ad. Weekly 180 Fleet St EC4 ment 


international weekly technical 


A chance for a GIRL as 
Assistant 


Account 


Executive 
at Pritchard Wood 


PRODUCTION 


OPPORTUNITY 


Young may around 30 with sound agency experience 
to take complete charge of Press Production in 
established agency near Victoria. Excellent oppor- 


tunity for someone at present acting as first 
This time we are looking for a girl as Assistant 
to one of our busy Account Executives working 
on products of special interest to women. This 
is not a secretarial job. She should have Ad- 
vertising Agency experience and some knowledge 
of mechanical production. This is an opportunity 
which seldom arises and the post could lead to 
Executive rank. 


assistant in similar position. Will be given every 
Opportunity to progress through effort and initia- 
tive. Apart from technical knowledge must have 


ability to organise and lead production team. 


Please write giving particulars of experience and 


Write or phone the Managing Director 
stating age and salary required to 


E. WALTER GEORGE LTD., 
25 Lower Belgrave Street, S.W.1 


H. C. CAFFIN, 
F.C. PRITCHARD, WOOD & PARTNERS LTDO., 


25, Savile Row, London, W.1. Sloane 0474 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


Advertiser's Weekly 180 Fleet St EC4 


SOUTH YORKSHIRE. Copywriter- 


Well known Advertising Agency 


r 
; 


‘ Office of 
requires 


386 


experienced all round 
FASHION 


ACCOUNT 


Junior 
ARTIST ‘| Executive 


(23-27) 


His work and experience 


must be complete and 
modern. Write full 
details to : 

Box 0882 


JUNIOR COPY DETAIL CLERK 
required by National advertiser. Quick 
educated gir preferred who 

make progress in Advertis- 

Write stating age, experience 


i} 


ay 


Eadon 


6 


wiecge of 


to assist Publicity Managc 
nationally known manufac‘ uring 
firm in South East Englan 
Know-how of publicity 
department routine essent 
Agency or sales promotio: 
experience an advantage. 


of 


Box 0984 
Advertiser's Weekly 
180 Fleet St EC4 


GENERAL ARTIST (Male) 


Required with experience in Lettering 
and design, age 23/30, for expanding 


required to 


180 Fleet St EC4 


und salary 


0 Ad Weekly 


: ‘ studio. Salary according to qualifica- 
Execut ve required. ‘nteresting tion. S day week. Staff Pension 

g and production work. Possi- 
for experienced man with Apply by letter only to Tower Press 
retail and newspaper (London) Led., 44a, Wis bourne Grove, 


London, W.2. 


Newspaper Services Led., 
Norfolk Street, Sheffield. 
Tels. 203709 


SECRETARY wanted for Publicity 
Manager in West End office. Varied 
and interesting work Full particulars 


Box 0983 Ad. Weekly 180 Picet St EC4 


TOP GRADE 


RETOUCHING 
ARTIST 
REQUIRED 


Rare opportunity occurs for fully 
experienced artist to direct Re- 
touching Section in foremost London 
Studio. This position is intended 
to lead to an important Executive 
Appointment for an energetic and 


ambitious man under 35 years of age. 


Write in strict confidence 


Box 0962 
Advertiser's Weekly 180 Fieet St EC4 


PRODUCTION “AN 


This is a job in a smal 
agency where he wil! hav« 
sibility and welcome it! T 
he will need a good knoév 
typography and process He'll 
really be ‘somebody’ in the agency 
and work with chaps who will 
appreciate his efforts. If he wants 
to develop any other talents he 
will not be restricted. VVhy not 
have a chat with us ? 

Box 0888 
Advertiser's Weekly 180 Fleet St EC4 


growing 
espon- 
refore, 
sdge of 


PRODUCTION ASSISTANT required 
by West End Agency, age 25-35 
Agency experience. Write, giving full 
details 
Box 0971 Ad. Weekiy 


180 Fleet St EC4 


CITY PRINTER'S STUDIO 


Requires first 
capable of 

finished work 
38 hr. week. 


class lettering artist 
producing roughs and 
Liberal bonus scheme. 


Box 0955 
Advertiser's Weekly 180 Fleet St €C4 


A WEEKLY PERIODICAL ix 
a first-class Representative 
required must have a good sales 
record, the ability to sell at all levels 
and the flair to create and exploit sell- 
ing ideas Only men with previous 
experience will be considered for 
interview 
Box 0981 Ad 


seeking 
The man 


Weekly 180 Fleet St BC4 


GENERAL ARTIST 


Fully experienced all round 
Artist for Studio of 
expanding London Agency. Ideal 
conditions 


General 
with top salary. 
Holidays as arranged. Write 
for interview to 

Box 0972 
Advertiser's Weekly 180 Fleet St EC4 


May 12, 1955 


CLASSIFIED ADVERTISEMENTS | ERIE 


APPOINTMENTS VACANT ; 


ADVERTISING 
ASSISTANT 


Parke, Davis & Company, Limited 
require a young pharmacist in their 
Advertising Department. He will be 
involved in all aspects of Advertising 
and Sales Promotion and in particular 
the compilation and presentation of 


medical literature from technical 
information provided, some literary 
ability is therefore an advantage 


Generous pension plan, five-day week, 
staff restaurant. Write in the first 
instance giving full particulars of 
experience and present salary to :— 


Personnel Manager, 
PARKE, DAVIS & CO., 
Limited 
Staines Road, Hounslow, 
Middlesex. 


FISONS PEST CONTROL LIMITED. 
Cambridge (Member of the Fison 
Group), requires a man, aged 28/40 
experienced in all aspects of market 
research The work consists of 
research into markets for the Com- 
pany's products, which are agricultural 
chemicals, spraying machinery and 
services for the control of agricultural 
ests im this country and overseas 
The work is of absorbing interest and 
requires exceptional qualities of 
curiosity and intelligence A Degree 
in Natural Science, Agriculture or 
Economics would be a useful qualifica- 
tion. Applicants must have had sound 
experience with large market research 
Organisation where a compiete know- 


ledge of up-to-date techniques has 
been acquired Commencing salary 
approximately £1,250 per annum, 
according to age, qualifications and 
experience. with exceptional oppor- 
tunities for advancement Pension 
Scheme available Write (Quoting 
No. 1063) stating age, fullest particu- 
lars, etc to Personnel Manager. 
Fisons Pest Control Ltd., Bourn 
Cambridge 


ARTIST. Young lady improver required 


for busy advertising department in 
E.C.2 district Competent lettering 
and some design ability essential! 
Staff canteen, no Saturdays, overtime 
paid Write stating age, experience 
and salary expected 

Box 0979 Ad. Weekly 180 Fleet St BC4 


LAYOUT ARTIST 
required 


This is a genuine opportunity for 
a young and up-and-coming chap, 
worth around £500 p.a., at his 
present stage of development, who 
is interested in all forms of visual 
publicity—Press and Print. Ina 
small but growing agency where 
“he won't be lost amongst the 
crowd”, he will work with a 
happy, experienced team and be 
allowed all the scope he can 
justify. The “airy-fairy” approach 
would be a serious drawback : he 
should be essentially an adver- 
tising man who enjoys his job, 
sets himself a high standard of 
design and presentation and, of 
course, has a working knowledge 
of typography and good colour 


sense. Hours are good and there 
is a superannuation scheme. 
AFTER he has fixed an appoint- 
ment, we would be mainly in- 


terested in seeing a few pencil 

visuals and colour roughs. Apply 
Box 0879 

Advertiser's Weekly 180 Fleet St EC4 


‘Phone your classifieds 


to CHA 8844 (Ex 25) 
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May 12, 1955 387 ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


PRODUCTION ASSISTANT 


required by HADDONS. Excellent opportunity for keen 
young man willing to adapt himself to the needs of the 
department. Some experience essential. 


D (! 
Write or ‘phone for interview to 
Personnel Director, 


JOHN HADDON & COMPANY LIMITED 0°) 
Salisbury Square, London, E.C.4. CENtral 8156 2 


A CAPABLE COPY CLERK/TYPIST ADVERTISEMENT REPRESENTA- 
required for a technical monthly. TIVES are required by the Proprietors 
Apply, with particulars of salary re- of technical journals devoted to 
quired and ex to the Ship- major industries A broad know- 


experience, 
builder wi oe 47 Victoria Street. 
London, S.W 


WANTED 
PUBLICITY MEN AND BILLPOSTERS 


Holders of current driving licence 
ge Good salary for the right 
of man. Apply RONA 
SMART. WINKFIELD ZOO, 
WINKFIELD, or. WINDSOR, 

BERKS. 


GOOD ALL-ROUND GENERAL 


ARTIST required for studio. Write, 
gs full details and salary required, 
x O818 Ad. Weekly 180 Pleet St BC4 


CHAS BARNETT ARTISTS 


Further first-class artists are 
required in our Still life, Scraper- 
board, Retouching and Lettering 
departments. Pleasant working 
conditions, five-day week, holiday 
arrangements considered. 


Write or telephone for appoint- 
ment. Keystone House, 4/7, Red 
Lion Court, E.C.4, Central 6281/2. 


ledge of the engineering industry will 
be an advantage in one of the 
appointments to be made. Applicants 
should be accustomed to interviewing 
at executive level and preferably 30-35 
years of age Full particulars of 
qualifications ~y be treated confi- 
dentially. Wri 

Box 0895 Ad Weekly 180 Fleet St EC4 


Comet ADVERTISING DEPART- 


of Group of Departmental 
Stores invites applications from 
Generali Artists, also layout men and 
women, who require permanent posts 
in South-East London Please write 
in confidence, stating details of ex- 
rience and salary required, to 
ox 0833 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED LAYOUT MAN re- 
uired with knowledge of typography 
‘or moderate-sized old-established 
Agency (IPA) Excellent prospects 
for right man. Hours 9.15-5.30. No 
Saturdays Superannuation scheme 
Box 0917 Ad. Weekly 180 Fleet St BC4 


MORE THAN A SECRETARY 


Well educated woman of exceptional 
ability and experience required to act 
as Secretary-Assistant to Directors of 
London Agency. Shorthand-typing is 
essential but she must have a vital 
interest in * the care and preservation 
of documents." Age 2530. Good 
salary. Permanent prospects. Send 
full curriculum vitae. 


Box 0868 
Advertiser's Weekly 180 Fleet St EC4 


VEISUALISER-LAYOUT ARTIST with 


ability to create ideas and carry them 
to finished rough stage Must have 
Agency experience Wide variety of 
work offers great scope to right man 
Excellent terms and conditions. Write 
gving fullest details, to 

ox 0899 Ad. Weekly 180 Fleet St EC4 


ADVERTISEMENT 
REPRESENTATIVE 


Sccttish newspaper publishers 
require an advertisement repre- 
sentative for their London 
Office. This is an excellent 
opportunity for a young man in 
his twenties or early thirties 
with some advertising ex- 
perience, who seeks to improve 
his position. Commencing 
salary will be according to age 
and experience and the situation 
is one in which advancement can 
be won. Applications will be 
treated as confidential. Please 
write giving particulars of ex- 
perience, age, etc., to 


Box 0870 
Advertiser's Weekly 180 Fleet St EC4 


A vacancy occurs 
in the 


PUBLICITY 
DEPARTMENT 


of a well-known Engineering 
firm in the midlands. Appli- 
cants should be 25 to 30 
years of age, of good educa- 
tion, and with some experi- 
ence of literature and adver- 
tisement production, copy 
writing etc. 


Box 0880 
Advertiser's Weekly 180 Fleet St EC4 


eer 


a knock 


Joe? 


It’s the summons of opportunity 
for two men somewhere up North 
or in the Midlands —- or maybe 
right here on our doorstep — who 
are ready ‘or a big move 


THIS IS WHAT IT MEANS 


Haddons have the door open for a really good 
visualiser and a creative ‘ypographer men who 
can start fashions of thei: own instead of following 
another's. 

If you are convinced, and can convince our Art 
Director (who came here from Bolton, by the way), 
that with the right encouragement you could get 
far better work into print than you are getting now, 
Haddons will make things casy for you will help 
you with the move and with finding accommodation, 
and put you straight to work on big national- 
newspaper spaces, with a salary to match 

The first step is to write, enclosing specimens of 
your work for the Art Director to see, to: 


THE SECRETARY 


JOHN HADDON & CO. LTD. 


1) & 12, SALISBURY SQUARE, FLEET STREET, £4. 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 


Sitestions Vacant + “ The cocagement of persous suewering theve advertiscments mast 


be made through a Pome Office of the Misistry of Labour or « Scheduled Employmeat 
Agency 4 the applicant is « mon aged 18-64 inclusive or s woman aged 18-59 inclusive 
anless or she, or the cuployment, is excepted from the provisions of the 


Notification of Vacancies Order 1952." 


TRADE PRESS THIS OPPORTUNITY VACANCY 


DOES NOT HAPPEN 


f 
LI M ITED an ee! |. LETTERING rnc high stan- 


The Advertising Manager of a dard finish, preferably with work- 
leading shoe manufacturing ing knowledge of typography. 
and group in London requires a 2. DESIGNER/TYPOGRAPHER for 


young man or womar Showcards, Displays and Genera! 


Graphic Design, must be able to 
PRODUCTION ASSISTANT carry out finished layouts and 
t] EKY W OD with a sound knowledge of drawings. 
e : 


production and printing pro- 
cesses. This is an excellent 3. ASSISTANT DESIGNER FOR 


opportunity for ymeone y amg S ge segerl Pre- 
ED with agency experience who mers. Versatue man yo o™ 


: : temporary flair for and 
is conscientious and prepared dimensional design in various 
to accept responsibiity. materials; visuals to finished 

‘ , , o% . ‘ § day week and amenities. drawing stage; knowledge of 
invite applications for the position of Planned holidays will be con- typography an advantage. 

‘ ; 2 > AIT sidered. The above vacancies offer in- 
N O R | H E R N A DV z RTIS EM E N T Write in confidence stating teresting, versatile work on con- 
MANAGER. Applicants should be aged age, salary and experience to temporary design. projects "in 
35-45 of strong but pleasing personality, Box 0886 Mrs. Robinson, clo W. M. de 
with considerable experience in person- Advertiser's Weekly 180 Ficet St €C4 Majo, FLA 6816. 
ally obtaining advertisement revenue for COLOUR RETOUCHERS wanted for APPLICATIONS for appointment as sn 

. . ° ° ° —— of colour section. Vacan- Advertisement Represe tative, with 

trade and technical publications and in cies for Senior Artists and improvers. possibility of early promotion, are 

. Good wages, borus and superannua- invited from men with knowledge of 

the management of an advertisement tion schemes. Write or telephone for the timber industry. Previous si 

ace-selling staff ge at eh ee ie 
space-se ing stall. London, W.C.2. Tel.: CHAncery experience to 


. . 4141. Box 0896 Ad. Weekly 180 Fleet St BC4 
The successful applicant will be 


responsible for the management of the 
Companies’ Manchester office, and in POWERFUL CONSUMER ADVERTISING 
conjunction with the London Advertise- 
ment Managers and locally based staff, 
in maintaining and increasing the adver- two 
tisement revenue for the Companies’ 
publications from the important textile 


areas of Lancashire, Yorkshire and the SENIOR VISUALISERS 
North of England. 


The post, ONE OF THE MOST 
IMPORTANT IN THE COMPANIES’ WANTED 
ORGANISATION, offers considerable 


prospects and scope and requires a man 
of unusual ability and experience. 


to handle a number of accounts. 


Must be completely versatile and 


A car is provided, the position is 


. thrive on responsibility. 
pensionable, and a modern residence at 
Hale is available if necessary. We want the BIG men, accustomed to 
Write in confidence stating age, educa- m0 planning in 590 spaces for 
tion and full details of experience (in- National consumer advertising. 
cluding position held at present) and 
salary required to : HOLIDAYS THIS YEAR. 
. . . Write or telephone the General Manager 
The Director and Genera! Manager, 
—s Nar N-E LIMITED 
The National Trade Press Limited, eRAS NENTS ASUS cil: 
. Brettenham House, Lancaster Place, W.C.2. Tempie Bar 
Drury House, Russell Street, 
London, W.C.2 McCANNS MAKE ART DIRECTORS 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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May 12, 1955 Hil ADVERTISER’S WEEKLY 


CLASSIFIED ADVERTISEMENTS | SEIIGEISRIII 


FREELANCE FASHION ARTIST re- 


d by Lond Stud f 
snd mail’ order work im colour end APPOINTMENTS WANTED 
black and white | 
Box 0932 Ad. Weekly 180 Fleet St BC4 
LAYOUT ARTIST (Ex. Fig.) specialises 


in folders and brochures, secks | Top Flight ART DIRECTOR 
commissions 


Box 0648 Ad. Weekly 180 Fleet St BC4 Visualiser Creative designer and Executive, SENIOR 


seeks a complete change. Versa- 
Art Director tile with particular abilities in the 
ACCOMMODATION Tein tnd emetemnes’ | | SPACE BUYER 
@uar Gab euseres ; 7 with overseas connections— fields and with sound experience 
J to n. . 2 : ; 
lease for sale. Low rental. 4 nas exceptionally wide experience a a = w~ } my 
Box 0944 Ad. Weekly 180 Fleet St BC4 uying Production an nt. SEEKS 
and successful record on 20 years London experience, but 
THREE large light office rooms, to let, | would consider the Prov 4 
opposite London Bridge Station, at | | well-known national accounts— | | SS ee ee oe 
reasonable rent. Would separate if : | | abroad. Creative direction of EW 
necessary desires change. Agency or Advertising Depart- N 
Box 0960 Ad. Weekly 180 Fleet St BC4 | 


ment of company. 
OFFICE ACCOMMODATION. Single © | | Salary £1,800-£2,000. Please write 
furnished room required by old-estab- Box 0919 


lished firm of printers. West End of | Advertiser's Weekly 180 Fleet St €C4 » Box 0943 APPOINTMENT 
London preferred. Write i 


Box 0936 Ad. Weekly 180 Fleet St BC4 | Advertiser's Weekly 180 Fleet St €C4 

FLEET STREET. Desks for live layout | - 
men, artists, copywriters. Magnifi- | JUNIOR FEMALE ARTIST, special- | “HAND PICKED” SECRETARIES + 
cent light. Ring SPEedwell 2610 after | ising in fashion, all-round agency available. The Wigmore Agency, ¢ 
6 p.m. or write to experience, including office work, secks Wigmore St., WJ. HUNter 9951/2 
Box 0970 Ad. Weekly 180 Fleet St BC4 change with studio or agency 


Box 0940 Ad. Weekly 180 Fleet St BC4 : ; 
| —TENUERS MM Business OPPORTUNITIES sssnan taal Many years’ experience 
COUNTY BOROUGH OF SOUTHPORT | and a sound knowledge 


SOUTHPORT OFFICIAL EXHIBITIONS ||| SEEKS POSITION | of all Press media 


GUIDE BOOK 1956 AND DISPLAYS public school, well trained qe 


tion, Marketing, Copy and management 
The Southport Corporation invites , of very active and complicated accounts, | 
oe for the printing of the 1956 | — Sap tiee Sued Gomenee toad & seeks progressive position. i 2 
own phan ~ pokey BT of production side of his business Box 0963 | 
hi | , . 
Publiciey Stenager, P.O. Box 32, Town } gg Spy tae pty ateny > oe Advertiser's Weekly 180 Fleet St €C4 | 
eden, i cite oa meal solution of this problem with another 


- : 4 Contractor with the necessary capacity , Box 0961 
endorsed “Official Guide Book Tender for increased production and who is ARTIST. all round retouching. lettering 
in the top left-hand corner must reach 


line, etc., seeks part-time job, 3 or 4 iser’ 
the undersigned not later than 10 a.m. | able to consider amalgamation, inter- days a week Advertiser's Weekly 180 Fleet St €C4 
on 10th June. 1955. change of Shares and Directorships, or Box 0958 Ad. Weekly 180 Pleet St BC4 
. EDGAR PERRINS, straightforward sub-contract work. 


Town Clerk. 
Town Hall, Box 0933 


SOUTHPORT. Advertiser's Weskly 180 Fleet St €C4 VERSATILE 


Sed May. 1988 PRODUCTION MAN | 
PERS | FOR SALE. Space Advertising Con- Visuals « Typography+Contact | ex SMALL-AD LAD now PEP REP 
ONAL aos oo eeee 7 --O- available shortly secks London prop. Sole London 
wit otels, Clubs, Shipping Co., etc esentation preferred. Tripe pur- 
: Box 0948 Ad. Weekly | ; Box 0963 — 
ch se VINCI x eekly 43 Fleet St EC4 | 


artis rushes 
_ go dealer for VINCI We are cocking an Agency innorened 
rusnes or write now to: only in the finest retouching. © such 
gi, ght Brush Con Ltda ——e EXPERIENCE plus VERSATILITY 
, St. Stephen’s 


Gardens, 
Pre ogg PY HAYWARD & MARTIN LTD 


High Street, Bromley, Kent equals PLUS PERFORMANCE 


6702 


SS css See | sO IF ABILITY DOES COUNT IN 


50,000 Addressall stencils of actis- 


ing doctors in U.K. and Ireland 


A.A. & IPA. EXAMS Ag ys ar YOUR ORGANISATION— 
Blythe Ltd. (Medicai +7 oe 212, 
SPECIAL | _ Shaftesbury Avenue, W.C You’ll WANT this man ! 
SUMMER TERMS | MISCELLANEOUS His experience in U.K. and East of the Suez has covered advertising, 


> i newspapers and films and specifically — 
For a limited period 1.C.S. Home | | “7H, SCRSEN TRANSFERS. Mano 


’ facturer has surplus capacity for Copywriting, ideas, rough layouts, house organs, direct 

Study Courses for the above Ceramic Silk Screen Transfers. Can ' 

exams are available at reduced | | offer quick delivery of transfers to mail, radio and film scripts, announcing and dopiay. 

fees! These practical and up-to- wa own éign ter Suing, n= All media campaign planning at top client level while Senior 
yY or sass 7 uirtes [or ‘ 

en ee | er chert suns A se cumber of Account Executive with world-wide agency. 

advertising men with your special ay At 36 years young he has controlled the Advertising and 

needs in mind. Enrol now and FLEXICHROME is » superb new colour Public Relations (M.1.A.M.A.) on ‘ both sides of the desk *’ in 

save precious time—and money! print process. Full particulars from four countries of one of the wor!d's largest manufacturers and has 

We also give specialised trainin | ilip Gotlop Photographs Ltd. edited its three house organs. 

in COMMERCIAL A RT. — ey He arrived recently in U.K. and is now “* tugging at the leash ** 

POSTER DESIGN, LETTER: 


ING and SIGN WRITING. | “—. i 77." yo to join a live, progressive, reputable organisation. He offers 


YOU—Experience, Drive, Personality and Loyalty supported by 

Write for free book about our serv ae 2 See conan sy oe the highest credentials. He'll represent a “‘ capital "" investment 
service photo-copies to scale We aim two 4 

and for means +4 +. cee give an ultra rapid quality service to —but you'll like the dividends ! Think it over and if you feel 

; = BH--]- 7-. he could strengthen your team, write to him— 

DEPT. 2F, enquiries are invited ] 


INTERNATIONAL CORRESPONDENCE } _PICTURES— “*A.B.M.T.,"" c/o Lloyds Bank Ltd., 39, Piccadilly, 
SCHOOLS, International Buildings, Fi 


ingie London, W.! 
Kingsway, London, W.C.2. — 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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May 12, 1955 


Advertiser’s Weekly 180 Fleet St EC4 


WANTED 


A well-known film production company 
extending its activities in the field of animated 
documentary and television films for home and 
export markets, urgently requires personnel 
capable of top class quality work in all branches 
of animation production. 
techniques encouraged. Opportunities for long 
term employment are offered to :— 


Layout Designers 
Animators 


Assistant Animators 
Background Artists 


Tracers 
Painters 
Checkers 


Rostrum Cameramen 


Present employees have been informed of this 


advertisement. 


Reply 
Box 0977 


Modern styles and 


required. 


Artist Designer 


There is a vacancy 
in the Production department 
of a large 
technical publishing organisation 
for a young artist designer 


with typographical experience. 


The position, which is an interesting 
one, involves assisting with the varied 
problems of the layout and design of 
many periodicals. 
ledge of printing is a necessary quali- 
fication. Please give full details of 
training, experience, age and salary 


BOX 0978 
Advertiser's Weekly 180 Fieet St EC4 


A sound know- 


the layout artist 


Who has at least 3 years’ agency experience ; 
he must be capable of producing slick presen- 
tation layouts from art directors’ visuals or 
Good taste in typography 
Preference will be given to one 


from his own ideas. 
is essential. 


TWO GOOD POSITIONS 


who is strong in figure drawing. 


and an experienced 
typographer 


Who by virtue of a few years’ agency experi- 
ence has developed good taste and a practical 
He must be fast and 
One who would look 
upon an adaptation as a job which needs 
individual design attention. This 


sense in typography. 
accurate in his work. 


man we want. 


Please write or phone :— 
The Art Director, C. J. Lytle (Advertising) Ltd., 2-4 Dean St., W.1. 


Gerrard 8646 


AWAIT 


the 


Published by the Pr 


May 12, 1955 


oprictors, BUSINESS PUBLICATIONS Litd.. at their office at 180 Fleet 
Printed in England by St. Clements 


— STOP PRESS — 


DDWS to handle Seven Seas account 


Dolan Davis Whitcombe & 

Stewart Ltd. appointed to handle 
the British Cod Liver Oi] accounts, 
Seven Seas and Solvitax, both home 
and overseas. Major campaigns 
planned by DDWS for Seven Seas 
medicinal products, both oil and 
capsules, in national press and 
magazines. These will break shortly 
and two new campaigns are planned 
for Solvitax in veterinary and 
farmi press. 
Patrick Dolan & Associates Lad. 
have also been appointed to handle 
public relations for British Cod 
Liver Oils. 


Independent Television News 
Ltd., to provide a news programme 
service for commercial television, 
has been registered as a private 
company. Directors were named 
as G. F. ~e (Associated News- 
papers and itish Movietonews), 
Cc. BE ilt (Kemsley News- 
papers and Pitkin Pictorials), H. A. 
Towers (Incorporated § Television 
Programme Co. and Associated 
Broadcasting Co.), Norman Collins 
(Associated Broadcasting Co. and 
Hyde Park Films), S. L. Bernstein 
(Granada Theatres and Denman 
(London) Cinemas), Capt. T. M. 
Brownrigg (Associated-Rediffusion), 
J. McMillan (Kemsley-Winnick 
group), and V. A. Peers (Granada 


Aidan Crawley, editor-in-chief, 
and Philip Dorté, director of opera- 
tions, are now im United States to 
study presentation of news by com- 
mercial TV. 


Press Ltd.. Portugal St 


Announcement of General Elec- 


tion date has delayed launching of 


campaign to inform radio retailers 
and public of basic problems of 
converting existing TV sets to re- 
ceive ITA transmissions, Norman 
Collins (Associated Broadcasting 
Co., Ltd.), told Radio Industries 
Club in Birmingham. 

Mr. Collins indicated that Bir- 
mingham programme would have 
strong local flavour. 


Presentation of Publicity Club of 
London Club Cup to Hubert 
Oughton will take place at Man- 
sion House on Tuesday, May 24. 

Afterwards the Lord Mayor of 
London, Sir Seymour Howard, who 
is Club’s president, will be enter- 
tained to luncheon at Savoy, to- 
gether with City Sheriffs, City 
Marshall and other officers. 


Miss Joan Smith, business execu- 
tive of Australian “Truth” and 
“Sydney Daily Mirror,” sails from 

jon today (Thursday) for 

Sydney. She will be visiting most 

Australian principal cities, is com- 

ott & omy ben teenie oe 
away from London f 

pont J or four 


McDonald Advertising Ltd. ap- 
ans agents for the Sterling 
arnish Co., Ltd., of Manchester. 


Press Council accepted resigna- 
tion of chairman, Cea 
Astor, due to ill-health. 


Street, London, E.C.4. (Phone - Chancery 8&8 4. 
Kingsway, London, W.C.2 wl _ 
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